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INTRODUCTION 


VISITOR 

ARRIVALS 

AND 

EXPENDITURES 


nternational  travel  to  the 
United  States  set  new  records  in 
1977  in  visitor  arrivals  and  expen- 
ditures, a  surprise  to  forecasters 
who  had  anticipated  a  decrease 
following  the  substantial  expan- 
sion of  tourism  to  this  country 
during  the  Bicentennial  Year. 
Some  18.6  million  international 
travelers  visited  the  United  States 
in  1977,  6.2  percent  more  than 
in  1976. 

About  15,979,200  of  these 
arrivals,  or  86  percent,  came  from 
the  six  countries  where  the  De- 
partment maintains  regional 
offices  of  the  United  States  Travel 
Service:  Canada,  Mexico,  the 
United  Kingdom,  France,  West 
Germany  and  Japan.  An  additional 
924,700  (5  percent)  came  from  the 
nine  countries  where  USTS 
operates  no  office,  but  conducts 
travel  promotion  efforts  through 


U.S.  embassies  and  the  travel 
trade:  Venezuela,  Australia,  Italy, 
the  Netherlands,  Switzerland,  Swe- 
den, Brazil,  Spain,  and  Belgium. 
Together,  these  15  countries 
accounted  for  16.9  million  inter- 
national arrivals  (91  percent  of  the 
total)  and  $5.4  billion  in  receipts 
(85  percent  of  foreign  exchange 
earnings  from  tourism)  in  1977. 

Travel  receipts  from  foreign 
visitors  in  1977  amounted  to 
approximately  $7.2  billion,  7.4 
percent  more  than  the  1976  total 
of  $6.7  billion  (including  inter- 
national transportation  payments 
made  by  foreign  visitors  to  U.S. 
carriers).  Significant  increases  in 
travel  receipts  were  recorded  for 
visitors  from  Canada  (+8.4  per- 
cent), Germany  (+26.7  percent), 
France  (+25.0  percent),  and 
Venezuela  (+53.9  percent) 

Total  Arrivals  in  the  U.S.— 18.6  Million 

Total  Receipts  in  the  U.5. — 
$6.2  Billion  +  $1,025  Million 
for  transportation  =  $7.2  Billion 


France  l°/o 

West  Germany  20/o 
United  Kingdom  ?*/• 
Japan  4°/o 


RECEIPTS 
$6.2  Billion 
(Excluding 
Transporta 
tion) 


+  $1,025  Million  Transportation 
=  Total  $7.2  Billion 


Japan  7"/» 

United  Kingdom  3*/> 
West  Germany  *•/• 
France  2% 


USTS  6  MAJOR  MARKET  SHARE:  74". 


Table  1 
1977  INTERNATIONAL  TOURISM  ARRIVALS  IN  THE  USA 


THE 
TRADE 

AND 
TRAVEL 
DEFICITS 


izeable  increases  in 
travel  dollar  surpluses  were  noted 
in  U.S.  travel  accounts  with 
Canada  and  Germany.  Notable 
declines  in  travel  dollar  deficits 
occurred  in  1977  in  the  U.S.  travel 
accounts  with  France,  Belgium  and 
the  Netherlands.  Nevertheless,  the 
U.S.  travel  dollar  deficit  rose 
nearly  16  percent  to  $3.1  billion. 
This  expansion  is  attributable  to 
rising  travel  costs  abroad,  and  the 
continually  increasing  amounts 
U.S.  citizens  pay  for  foreign  travel 
and  to  foreign  carriers  for  trans- 
portation abroad. 

The  travel  deficit  accounted  for 
more  than  10  percent  of  the  record 
$26.7  billion  U.S.  trade  deficit  in 
1977. 

Expenditures  by  tourists  to  the 
United  States  are,  in  effect, 
"export"  earnings.  Therefore,  the 


Country  of  Origin 


1977 


1976 


Percent 
Change 


Canada 

12,083,386 

11,163,683 

+   8.2 

Mexico 

2,029,745 

1,920,509 

+   5.7 

Japan 

748,743 

772,386 

-  3.2 

United  Kingdom 

533,244 

538,486 

-  1.0 

West  Germany 

368,587 

365,533 

+  0.8 

France 

215,554 

217,284 

-   0.8 

Venezuela 

208,263 

152,003 

+  37.0 

Australia 

155,174 

168,470 

-   7.9 

Italy 

122,108 

131,375 

-   7.1 

Netherlands 

103,736 

94,936 

+   9.3 

Switzerland 

89,285 

91,206 

-   2.1 

Sweden 

75,718 

75,270 

+   0.6 

Brazil 

66,268 

105,426 

-37.1 

Spain 

59,233 

57,031 

+  3.9 

Belgium 

44,929 

44,753 

+   0.4 

Total 

16,903,973 

15,898,361 

+   6.3 

Total  all  arrivals 

18,609,794 

17,523,239 

+   6.2 

1977  INTERNATIONAL  TOURISM  RECEIPTS  IN  THE  USA 
(excluding  transportation  receipts) 


1977 

1976 

Percent 

Country  of  Origin 

(millions) 

(millions) 

Change 

Canada 

$2,150 

$1,983 

+  8.4 

Mexico 

1,414 

1,428 

-  1.0 

Japan 

436 

439 

-  0.7 

United  Kingdom 

199 

183 

+  8.7 

West  Germany 

261 

206 

+26.7 

France 

120 

96 

+25.0 

Venezuela 

157 

102 

+53.9 

Australia 

96 

107 

-10.3 

Italy 

60 

59 

+   1.7 

Netherlands 

57 

49 

+16.3 

Switzerland 

51 

43 

+18.6 

Sweden 

40 

37 

+   8.1 

Brazil 

50 

76 

-34.2 

Spain 

29 

25 

+16.0 

Belgium 

26 

22 

+  18.2 

Total 

$5,146 

$4,855 

+   6.0 

Total  all  receipts 

(excluding  transportation) 

$6,164 

$5,806 

+   6.1 

Transportation  Receipts 

$1,025 

$    937 

+   9.4 

Grand  Total  Receipts 

$7,189 

$6,743 

+   6.6 

MARKET 
IMPEDIMENTS 


Table  2 

U.S.  International  Tourism  Receipts,  Expenditures  and  Balances, 

Including  Transportation,  1960-1977 

(Millions  of  Dollars) 


Year 

Receipts 

Expenditures 

Difference 

(1) 

(2) 

(3) 

(4) 

1960 

1,025 

2,255 

—1,230 

1961 

1,057 

2,292 

—  1,235 

1962 

1,070 

2,514 

—1,444 

1963 

1,133 

2,729 

—1,596 

1964 

1,357 

2,856 

—1,499 

1965 

1,545 

3,158 

—1,613 

1966 

1,785 

3,412 

—1,627 

1967 

1,881 

4,037 

—2,156 

1968 

2,035 

3,915 

—1,880 

1969 

2,361 

4,487 

—2,126 

1970 

2,708 

5,195 

—2,487 

1971 

2,959 

5,663 

—2,704 

1972 

3,311 

6,638 

—3,327 

1973 

4,130 

7,316 

—3,186 

1974 

4,845 

8,075 

—3,230 

1975 

5,606 

8,680 

—3,074 

1976 

6,743 

9,398 

—2,655 

1977 

7,189 

10,294 

—3,105 

SOURCE:  United  States  Travel  Service,  based  on  data  provided  by  The  Bureau  of 
Economic  Analysis,  U.S.  Department  of  Commerce. 


continued  development  of  inter- 
national tourism  to  this  country— 
especially  from  nations  such  as 
Japan  and  Germany  whose  trade 


surpluses  are  a  major  factor  in  the 
U.S.  trade  deficit — can  help  reduce 
both  the  overall  trade  and  travel 
deficits. 


any  factors  affect 
international  tourism  to  the 
United  States  and  will  impact  on 
the  further  development  of  inter- 
national travel  to  this  country. 

Exchange  controls  imposed  by 
foreign  governments  can  adverse- 
ly affect  tourism  to  the  United 
States  and  act  as  barriers  to  inter- 
national tourism  in  general.  One 
such  measure  was  imposed  by  the 
Government  of  Brazil  in  1976  to 
alleviate  that  nation's  balance  of 
payments  deficit.  The  decree 
requires  Brazilian  residents  to  post 
a  substantial  bond,  redeemable 
without  interest  after  one  year, 
before  traveling  out  of  the  coun- 
try. Certain  categories  of  travelers 
(such  as  students  and  some  busi- 
nesspersons)  can  be  exempted 
from  this  ruling,  but  such  exemp- 
tions are  limited  and  usually 
difficult  to  obtain.  During  1977, 
Brazilian  travel  to  the  United 
States  dropped  from  105,426 
arrivals  to  66,268,  and  Brazilian 
tourist  expenditures  in  the  United 
States  fell  from  $76  million  to  $50 
million. 

Other  types  of  foreign  govern- 
ment regulations,  while  they  have 
not  been  shown  to  be  actual  deter- 
rents to  international  travel,  can 
also  discourage  the  free  flow  of 


international  tourist  traffic  be- 
tween nations  of  the  world.  Such 
impediments  include  1)  high  pass- 
port costs  (such  as  in  Mexico) ; 
2)  exit  visa  requirements;  3) 
departure  taxes  (such  as  in  Vene- 
zuela and  West  Germany). 

Foreign  government  policies 
and  information  programs  can  also 
impact  on  international  travel  to 
the  United  States  and  affect  the 
ability  of  U.S.  firms  to  expand 
their  share  of  the  world  travel 
market.  In  1977,  the  Canadian 
Government  Office  of  Tourism 
placed  an  increased  emphasis  on 
encouraging  more  domestic  travel 
within  Canada  and  committed 
almost  $2  million  to  an  advertising 
campaign  to  motivate  Canadians, 
who  usually  travel  to  destinations 
outside  the  country,  such  as  the 
U.S.,  to  vacation  in  Canada. 

At  the  same  time,  about  25 
foreign  governments  were  waging 
campaigns  urging  the  Canadian 
consumer  to  vacation  in  other  than 
U.S.  destinations. 

In  Mexico,  in  1977,  at  least  17 
foreign  governments  were  con- 
ducting aggressive  marketing 
efforts  to  attract  Mexican  tourists 
to  holiday  areas  outside  the  United 
States. 

In  Japan,  U.S.  firms  competing 
for  the  Japanese  traveler  were 
pitted  against  40  foreign  national 
tourist  offices  and  at  least  31 
foreign  air  carriers,  many  of  them 
owned  by  foreign  governments. 
Historically,  the  United  States  has 
received  about  30  to  32  percent  of 
total  Japanese  international  depar- 
tures. However,  competition  is 
eroding  this  share.  Even  though 


the  United  States  continues  to  be 
the  number  one  international 
destination  for  Japanese  travelers, 
its  share  of  the  Japanese  travel 
market  dropped  to  24  percent  in 
1977. 

The  United  States  faced  even 
stronger  competition  in  West  Ger- 
many, the  world's  number  one 
tourism  market,  than  in  Japan. 
Sixty-five  foreign  governments 
and  at  least  64  foreign  airlines 
operate  informational  programs 
there,  promoting  non-U.S.  desti- 
nations to  the  German  traveler. 
Fifty-five  foreign  governments  are 
conducting  similar  programs  in  the 
United  Kingdom  and  46  in  France. 
In  1977,  the  United  States  received 
only  about  five  percent  of  all 
international  travelers  from  the 
United  Kingdom  and  only  about 
two  percent  each  of  those  from 
West  Germany  and  France. 

Part  of  the  problem  is  to  over- 
come negative  impressions  and 
misconceptions  about  this  country 
as  a  travel  destination.  Research 
indicates  that  many  potential 
travelers  perceive  the  United 
States  as  expensive,  dangerous 
and  overcrowded. 

Much  of  the  work  of  the 
Commerce  Department's  United 
States  Travel  Service  in  1977,  was 
devoted  to  attempting  to  reduce, 
modify  or  eliminate  those  market 
factors  which  impede  or  inhibit 
travel  to  the  United  States  and 
cannot  be  or  are  not  dealt  with 
by  State  and  municipal  govern- 
ments or  the  private  sector. 

What  follows  is  a  report  of  that 
work  and  efforts  to  carry  out  the 
will  of  the  Congress  under  the 


International  Travel  Act  of  1961. 
Reports  on  the  Department's 
activities  with  respect  to  domestic 
tourism  promotion,  and  the 
administration  of  P.L.  91-269 
concerning  Federal  recognition  of 
and  participation  in  international 
expositions,  while  not  required  by 
law,  also  are  included  to  provide 
the  President  and  Congress  with 
a  complete  description  of  the 
Department's  tourism  develop- 
ment activities. 


STIMULATING 

TRAVEL 

TOTHE 

US. 


Assistant  Secretary  for  Tourism  Fabian 
Chavez  (right)  accepted  a  plaque  from 
Reader's  Digest  Publisher  Charles  Hepler 
commemorating  the  USTS  advertising 
supplements  in  Canadian  editions  of  the 
magazine. 


primary  duty  of  the 
Secretary  of  Commerce  under  the 
International  Travel  Act  of  1961, 
as  amended,  is  to 

"...  develop,  plan  and  carry 
out  a  comprehensive 
program  designed  to 
stimulate  and  encourage 
travel  to  the  United  States  by 
residents  of  foreign  countries 
for  the  purpose  of  study, 
culture,  recreation,  business 
and  other  activities  as  a 
means  of  promoting  friendly 
understanding  and  good  will 
among  peoples  of  foreign 
countries  and  of  the  United 
States." 

This  mandate  is  discharged  by 
the  Department's  United  States 
Travel  Service  which  is  the  national 
government  tourism  office. 

International  tourism  marketing 
efforts  and  resources  are  concen- 
trated in  the  15  nations  around 
the  world  which  generate  91  per 
cent  of  the  visitors  to  the  United 
States  each  year — Canada, 
Mexico,  Japan,  West  Germany, 
France,  the  United  Kingdom, 
Venezuela,  Australia,  Italy,  the 
Netherlands,  Switzerland,  Sweden, 
Brazil,  Spain,  Belgium. 

VISIT  USA  Committees,  com- 
prised of  U.S.  Foreign  Service 
personnel,  locally-based  represent- 
atives of  U.S.  travel  industry 
elements  and  foreign  carriers 
serving  the  United  States,  function 
in  all  15  countries.  In  the  six 
nations  where  USTS  maintains 
offices,  the  committees  assist 


promotion  efforts.  In  the  remain- 
ing nine  nations,  the  committees 
and  the  U.S.  Embassy/Consulate 
Commercial  Offices  serve  as  the 
focal  point  of  VISIT  USA 
promotion  programs. 

There  are  three  major  tasks  to 
be  accomplished :  1)  to  stimulate 
an  interest  in  potential  travelers  to 
visit  or  revisit  the  United  States, 
to  stay  longer  and  to  see  more; 
2)  to  provide  the  information  and 
support  necessary  to  motivate 
foreign  travel  agents,  tour  whole- 
salers and  operators  to  sell  U.S. 
travel  to  their  clients ;  and  3)  to 
provide  information  services  to 
accommodate  the  needs  of  poten- 
tial visitors  who  plan  their  trips 
independently  and  do  not  use 
travel  agents. 


CONSUMER 
MOTIVATION 


ass  media  adver- 


tising and  public  information 
campaigns — conducted  in  Canada, 
Mexico,  Japan,  the  United  King- 
dom, West  Germany  and  France 
each  year — were  employed  in 
1977  to  motivate  travel  to  U.S. 
destinations  and  attractions  and  to 
overcome  major  misconceptions 
about  travel.  The  campaign  for 
each  country  was  individually 
tailored,  based  on  market  profiles 


and  market  research  on  that  coun- 
try. Media  selection  and  timing 
were  designed  to  give  maximum 
exposure  during  peak  travel 
planning  months  in  each  country. 

Separate  winter  and  summer 
advertising  campaigns  were 
directed  at  Canadian  consumers, 
since  studies  of  Canadian  travel 
patterns  reveal  that  both  seasons 
are  important.  The  winter  cam- 
paign highlighted  major  U.S.  sun 
destinations  and  publicized  pack- 
age tours  and  low-cost  charter 
flights  to  the  South,  Southwest, 
Hawaii  and  Puerto  Rico.  The 
summer  campaign  concentrated 
on  U.S.  travel  experiences  that 
cannot  be  duplicated  in  Canada, 
such  as  a  trip  down  the  Mississippi 
River  on  a  steamboat.  Consumer 


USTS  advertising 

campaigns  were  used 

to  motivate  potential 

international  travelers 

to  visit  the  United  States. 


"There  just  ain't  no  way  to  describe  NewOrteans. 
It's  like  jazz.\bu  either  got  the  feelin'  for  it  or  you  ain't!' 


Listen  if  you  really  want 
to  know  New  Orleans. 

To  the  blues  on  Bourbon 
Street.  Left  hear  ya  Momma! 
"Yeah!  If  you  didn't  want 
my  peaches,  why  tfya  shake 
my  tree?" 


New  Orleans  is  a  fascinating  centre  for 
a  two  or  three-week  holiday  in  the  South 

For  a  start,  New  Orleans  is  the  city  of 
joic  de  vivre  With  its  carnivals,  processions, 
and  famous  Fat  Tuesday,  the  Mardi  Gras. 

Then  there  are  the  surrounding  sights. 

The  old  Mississippi  rolling  along. 


Ah  Mexicancs 


IM  I  <ll M «•  llr  I.  M  Mdf  H  ■  UflMC* 

har  mill  In  quo  hater... 


magazine  inserts  and  newspaper 
advertising  featured  various  U.S. 
vacation  areas.  Two  major  maga- 
zine advertising  supplements  were 
prepared  with  cooperative  adver- 
tising from  a  variety  of  U.S. 
destinations,  State  and  regional 
tourism  promotion  organizations. 
The  theme  of  the  summer  insert 
was  "Take  the  Family  for  a 
Different  Kind  of  Drive  This 
Summer"  and  featured  various 
attractions  and  destinations 
throughout  the  country.  The 
theme  of  the  winter  supplement 
was  "Warm,  Friendly  and 
Familiar — That's  U.S."  and 
featured  U.S.  sun  destinations. 

The  1977  advertising  campaign 
in  Mexico  continued  to  stress  the 
varied  and  rewarding  travel 
experiences  available  in  the  United 
States  at  affordable  cost.  Addi- 
tionally, the  campaign  encouraged 
Mexicans  to  stay  in  the  United 
States  longer  and  travel  beyond 
traditionally-favored  Southwest 
and  Southern  California  destina- 
tions. A  television  and  print  cam- 
paign, "Ah  Mexicanos,"  stressed 
U.S.  travel  attractions  in  the  West, 
Midwest  and  South,  and  the 
friendliness  of  the  American 
people.  Television  spots  produced 
for  the  campaign  were  shown  in 
movie  theatres  in  Mexico  City  as 
well. 

In  Japan,  VISIT  USA  advertis- 
ing was  designed  to  convince 
potential  travelers  that  the  United 
States  Mainland  offers  an  unusual 
combination  of  nature,  culture  and 
resort  activity,  in  order  to  moti- 
vate the  Japanese  to  travel  farther 
and  stay  longer  in  this  country. 


Advertisements  also  reinforced  the 
positive  image  of  Hawaii  and 
Guam  as  island  paradises. 

Affordability  and  variety  were 
the  keynotes  of  the  advertising 
campaign  launched  in  the  United 
Kingdom  in  1977.  Consumer 
magazine  and  newspaper  adver- 
tisements highlighted  a  wide  range 
of  holiday  possibilities  in  the 
United  States,  including  popular 
American  cities  and  resort  desti- 
nations, and  provided  cost  infor- 
mation. 

In  France,  the  campaign 
responded  to  the  French  travelers' 
preference  for  destinations  that 
provide  major  differences  in 
culture  and  environment,  and 
advertisements  appeared  in 
national  magazines  and  major 
daily  newspapers  in  Paris. 

Consumer  advertising  in 
national  magazines  in  West 
Germany  capitalized  upon  German 
travelers'  partiality  for  unique 
vacations,  and  dramatized  the 
variety  of  vacation  opportunities 
in  each  region  of  the  United 
States. 

Expenditures  for  VISIT  USA 
advertising  in  1977  totaled  slightly 
more  than  $2.3  million. 

Foreign  media  coverage  was 
generated  to  interest  potential 
travelers  in  visiting  the  United 
States.  Articles  on  U.S.  travel 
destinations  were  prepared  and 
placed  with  newspapers,  maga- 
zines, and  radio  and  television 
stations  abroad.  Special  events, 
radio  and  television  programs 
featuring  U.S.  attractions,  destina- 
tions and  facilities  were  created. 
Local  press  queries  concerning 


U.S.  vacation  opportunities  were 
fielded.  Photos  of  U.S.  vacation 
destinations  were  collected  and 
distributed  to  media  in  the  six 
countries  where  USTS  offices  are 
located. 

In  112  countries  worldwide 
where  there  was  no  USTS 
presence,  the  United  States  Infor- 
mation Service  distributed  USTS- 
produced  media  material. 

Media  program  results  are 
measured  in  terms  of  what  the 
resulting  coverage  would  have 
cost  had  it  been  purchased  as 
direct  advertising.  In  1977  USTS' 
media  information  program,  with 
a  budget  of  $800,000,  resulted  in 
$15.3  million  worth  of  coverage  in 
advertising-equivalent  dollars. 

"Ultra  Quiz"  introduced  Guam,  Hawaii 
and  U.S.  Mainland  attractions  to  Japanese 
television  viewers.  The  two  resulting 
90-minute  prime-time  telecasts  attracted 
more  than  27  million  viewers  in  Japan. 


0JU>5£J-fX 


This  Destination  Feature  Package 
introduced  newspaper  and  magazine 
readers  throughout  the  world  to 
attractions  in  the  Old  West. 


Feature  material  is  of  two  types : 
Destination  Feature  Packages  con- 
tain a  feature  story,  photos  and 
other  materials  on  U.S.  desti- 
nations related  by  a  common 
theme — American  legends,  Old 
West  saloons,  rain  forests,  and 
others;  Editorial  Support  Packets 
provide  a  feature  story,  photos 
and  other  materials  explaining  the 
"how  to"  of  travel  in  this  country 
— such  as  how  to  find  budget 
restaurants,  and  what  special 
arrangements  and  discounts  are 
available  to  older  travelers.  These 
articles  are  usually  designed  to 
overcome  psychological  barriers  to 
travel  identified  through  research. 

Feature  stories,  news  releases 
and  other  information  prepared  by 
individual  states,  cities  and  other 
components  of  the  U.S.  travel 
industry  were  also  placed  with 
foreign  media. 


Approximately  2,000  foreign 
journalists  were  brought  to  the 
United  States  as  participants  in 
on-site  inspection  tours  to  gather 
information  for  news  and  feature 
stories  designed  to  inform  foreign 
readers  and  viewers  of  U.S.  travel 
opportunities. 

Two  types  of  journalist 
familiarization  tours  were  con- 
ducted: (1)  "theme  tours,"  in 
which  the  journalists  visited  a 
number  of  destinations  related  to 
a  chosen  travel  theme  and  were 
able  to  interview  experts  in  the 
theme  area  (Themes  used  in  1977 
included  sports,  music,  cultural 
attractions,  islands,  trains  and  the 
Old  West.);(2)  tours  sponsored  by 
private  industry  or  by  state  and 
local  government  which  wished  to 
feature  their  own  destinations, 
services  or  facilities.  Assistance 
was  provided  to  industry  or  other 


sponsors  in  the  selection  and 
invitation  of  appropriate  journal- 
ists and  in  briefing  and  debriefing 
participants.  Results  of  the 
debriefings  and  reports  on  tour- 
generated  media  coverage  were 
forwarded  to  State,  city  and 
private  industry  hosts.  In  1977, 
coverage  in  the  media  abroad 
generated  through  USTS-spon- 
sored  familiarization  tours  was 
valued  at  more  than  $10  million. 

USTS  placed  feature  articles  in  U.S. 
newspapers  to  acquaint  Americans  with 
unique,  lesser-known  vacation 
opportunities  within  the  United  States. 
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TRAVEL 

TRADE 

EDUCATION 


n  the  majority  of  the  tourist- 
generating  nations  a  substantial 
portion  of  the  traveling  public 
uses  travel  agents  to  make  trip 
plans  and  arrangements. 


nars.  More  than  13,000  travel 
managers  and  employees  of  major 
tour  wholesalers,  tour  operators, 
air  carriers  and  travel  agencies 
abroad  were  instructed  at  these 
sessions. 

One  1977  VISIT  USA  Travel 
Show  was  sponsored  in  coopera- 
tion with  the  U.S.  Consulate 
General  in  Sydney,  Australia,  and 
the  local  VISIT  USA  Committee. 
The  show,  aimed  at  stimulating 
more  interest  in  U.S.  travel  oppor- 
tunities and  at  offsetting  the 
possible  dampening  effects  of  the 


first-hand  information  on  commis- 
sionable  U.S.  travel  arrangements 
and  facilities. 

In  Sweden,  a  travel  seminar 
called,  "What  the  USA  Has  To 
Offer,"  was  conducted  to  bring 
the  travel  trade  from  the  Nordic 
countries  together  with  American 
suppliers  of  facilities  and  services, 
and  to  encourage  the  inclusion  of 
U.S.  travel  arrangements  in  future 

A  series  of  seminars  sponsored  by  USTS 
in  London  introduced  British  travel 
agents  to  new  special-fare  programs 
offered  by  American  flag  carriers. 


Consequently,  educating  the 
travel  trade  abroad  on  U.S.  travel 
opportunities  and  how  to  sell  them 
effectively  is  an  important 
function.  In  cooperation  with 
representatives  of  U.S.  hotels, 
airlines,  and  other  suppliers  of 
U.S.  travel  arrangements,  USTS 
conducts  seminars  and  workshops 
for  travel  sellers  in  its  designated 
markets. 

During  1977,  USTS  sponsored 
or  participated  in  167  such  semi- 


International  travel  journalists  learned 
about  U.S.  vacation  opportunities  on 
USTS-sponsored  tours  of  many  American 
destinations. 

Australian  dollar  devaluation  late 
in  1976,  included  a  series  of 
educational  seminars  for  the 
Australian  travel  trade.  The  semi- 
nars provided  a  forum  for  the 
agents  to  meet  with  representa- 
tives of  22  U.S.  suppliers— includ- 
ing land,  sea  and  air  carriers,  hotel 
firms,  tour  operators — and  obtain 


tour  offerings.  Meetings  during 
the  seminar  produced  sales  valued 
at  $72,500,  and  future  sales  esti- 
mated at  $120,000  were  reported. 

About  150  German  retail  agents 
were  trained  in  1977  in  the  United 
States  through  a  series  of  "on- 
location"  seminars.  Tailored  to 
introduce  destinations  and  attrac- 
tions which  are  lesser-known  in 
the  German  market,  the  seminars 
were  held  in  Atlanta,  Biloxi,  New 
Orleans,  and  San  Antonio,  in 
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cooperation  with  local  tourism 
suppliers. 

In  addition  to  conducting  educa- 
tional seminars  and  training 
sessions  for  the  travel  trade,  USTS 
provided  a  continuing  flow  of 
information  about  U.S.  destina- 
tions and  attractions,  tourist 
facilities,  special  events,  industry 
tariffs,  available  commissions,  and 
other  items  of  interest.  The 
regional  offices  published  periodic 
newsletters,  destination-oriented 
brochures,  maps  and  other  promo- 
tional literature  for  use  as  sales 
support  by  the  travel  trade  in 
servicing  their  customers. 

More  than  4,000  foreign  tour 
wholesalers  and  retail  travel 
agents  participated  in  on-site 
inspection  tours  of  U.S.  destina- 
tions to  develop  first-hand  knowl- 
edge of  the  U.S.  travel  product. 
Retail  agents  partcipating  in  these 
trips  are  able  to  make  informed 
recommendations  to  their  clients 
and  to  sell  U.S.  travel  offerings 
more  effectively.  Participating 
wholesalers  and  operators  are  able 
to  examine  tourist  facilities  and 
attractions  in  the  United  States, 
with  a  view  toward  incorporating 
them  into  future  tour  packages. 
Itineraries  for  these  inspection 
tours  are  developed  by  USTS  tour 
development  specialists  and  are 
tailored  to  the  specific  demands  of 
the  buyer  participants.  Each  tour 
is  highly  structured,  and  has  fewer 
than  ten  participants.  Special 
provision  is  made  for  business 
meetings  with  local  tourism 
industry  representatives  at  each 
U.S.  destination  visited. 

One  special  inspection  project, 


involving  familiarization  tour 
arrangements  for  480  German 
travel  agents  attending  the  DER 
Travel  Academy,  also  was  coordi- 
nated in  1977.  The  Travel 
Academy  is  the  major  annual 
sales-training  meeting  for  person- 
nel of  Deutsches  Reisebuero,  West 
Germany's  leading  wholesaler  of 
USA  travel  and  largest  retail  travel 
organization.  The  1977  meeting, 
the  first  outside  Europe,  was  held 
in  New  Orleans,  and  inspection 
tour  participants  visited  other 
destinations  in  the  South  and  Far 
West  regions. 

CONSUMER 
EDUCATION 


lthough  the  travel 
trade  dominates  the  market  in 
some  nations  and  is  consequently 
the  focal  point  of  USTS  promo- 
tional efforts  in  those  nations,  in 
other  nations — it  is  the  travel 
consumer  who  governs  the  market 
and  becomes  the  object  of  educa- 
tional efforts. 

Canada  is  the  number  one 
source  of  foreign  travelers  and 
tourism  receipts  for  the  United 
States.  In  1977,  Canadian  travelers 
'to  this  country  numbered  just  over 
12  million. 

A  substantial  portion — nearly 
75  percent — of  these  travelers  use 
automobiles  for  their  trips  and  do 
not  generally  consult  travel  agents 


for  assistance  in  trip  planning.  To 
meet  the  needs  of  these  travelers, 
a  phone-in,  write-in,  walk-in 
source  of  VISIT  USA  travel  infor- 
mation was  provided.  Called 
InfoRoad  USA,  this  travel  inquiry 
service  operated  in  Toronto,  Mon- 
treal and  Vancouver.  The 
Montreal  operation  was  a  coopera- 
tively-funded project  of  USTS  and 
the  States  of  Maine,  Florida  and 
New  York.  The  Pacific  Northwest 
Regional  Commission — represent- 
ing the  States  of  Oregon,  Wash- 
ington and  Idaho- — and  the  San 
Francisco  Convention  and  Visitors 
Bureau  cooperated  with  USTS  in 
the  Vancouver  operation. 

During  1977,  total  inquiries 
answered  by  the  three  InfoRoad 
USA  offices  numbered  more  than 
173,000 — 66,940  in  Toronto, 
58,341  in  Montreal  and  47,822  in 
Vancouver. 

A  majority — 76  percent — of  the 
Mexican  visitors  to  this  country 
also  travel  by  land,  primarily  in 
automobiles.  The  high  incidence 


Fiestas. 


Travel  counselors  at  USTS'  Info  Viajes 
office  in  Monterrey,  Mexico,  assisted 
potential  visitors  with  U.S.  information  ■ 
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of  land  travel  to  the  United  States 
affects  the  choice  of  destination; 
the  Southwest  and  the  Far  West, 
the  areas  closest  to  Mexico,  are 
the  most  heavily  visited  regions. 
In  addition,  research  indicates  that 
Mexican  travelers  to  the  United 
States  do  not  generally  use  travel 
agents  for  trip-planning  assistance, 
and  that  more  than  half  of  these 
visitors  need  additional  travel 
information  about  the  United 
States. 

To  fill  this  service  gap,  a  VISIT 
USA  travel  planning  service, 
modeled  on  InfoRoad  USA 
projects  in  Canada,  was  initiated 
in  Mexico  in  1977.. 

Called  Info  Viajes  USA,  the 
service  began  operation  in  Mexico 
City  early  in  the  year  as  a 
cooperative  project — funded 
through  matching  grants  awarded 
to  the  Texas  Tourist  Development 
Agency,  Arizona  Office  of  Tour- 
ism, New  Mexico  Department  of 
Development,  Louisiana  Tourist 
Development  Commission,  and 
the  Buena  Park  (California)  Con- 
vention and  Visitors  Bureau. 

As  a  result  of  the  demonstrated 
viability  of  the  project — the 
Mexico  City  operation  received 
and  answered  an  average  of  1,800 
inquiries  per  month — an  additional 
Info  Viajes  USA  operation  was 
opened  in  Monterrey  in  November 
to  provide  the  same  service  to 
the  residents  of  the  Northern  area 
of  the  country,  which  borders  the 
United  States. 

In  France,  a  pilot  program  was 
conducted  to  provide  trip  planning 
information  directly  to  potential 
French  visitors  to  the  United 


States,  less  than  half  of  whom 
use  travel  agents. 

A  sampling  of  2,000  individuals 
responding  by  coupon  to  USTS' 
advertising  campaign  in  the  French 
consumer  press  was  used  as  the 
target  group  for  the  pilot  project. 
The  group  was  offered  special  kits 
containing  information  and 
literature  to  enable  the  users  to 
plan  their  own  trips  to  any  of 
eight  U.S.  regions.  Recipients  were 
requested  to  indicate  specific 
regions  they  planned  to  visit,  and 
the  respective  kits  were  supplied. 
Requests  for  one  or  more  of  the 
trip  planning  kits  were  received 
from  532  persons  in  the  target 
group,  and  a  follow-up  survey 
indicated  that  more  than  half  of 
these  actually  traveled  to  this 
country  in  1977  or  had  plans  to 
do  so  in  1978. 

In  three  countries,  exhibitions 
at  international  travel  shows  were 
employed  as  a  medium  for 
informing  potential  visitors  and/ 
or  foreign  travel  agents  about  U.S. 
destinations.  The  "Sunflight 
Holiday"  pavilion  at  the  Canadian 
National  Exhibition  in  Toronto 
featured  travel  destinations  in 
Florida,  the  Caribbean,  Texas  and 
Hawaii.  An  estimated  500,000 
visitors  passed  through  the  exhibit 
area. 

In  France,  a  U.S.  exhibition  was 
mounted  at  the  second  annual 
World  Travel  and  Tourism  Show 
in  Paris.  The  1977  event  featured 
more  than  300  exhibits  from  50 
nations,  and  the  USA  exhibit 
attracted  about  16,000  public 
visitors  during  the  show. 

For  the  eleventh  vear,  a  trade 


facility  for  some  75  U.S.  suppliers 
of  tourist  services  was  provided 
at  the  International  Tourism 
Exchange  (ITB)  in  Berlin.  The 
ITB  is  recognized  as  the  most 
important  international  meeting 
place  of  travel  trade  elements 
conducting  business  in  the  German 
market.  It  drew  some  120,000 
public  visitors,  and  some  5,000 
travel  trade  representatives.  A 
unique  feature  of  the  1977  ITB 
was  the  participation  of  German- 
speaking  U.S.  airline  flight 
personnel  who  staffed  the  public 
information  counters. 


The  Statue  of  Liberty  dominated  the  U.S. 
exhibit  at  the  annual  International 
Tourism  Exchange  (1TB)  in  Berlin. 
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BUSINESS 

TRAVEL 

PROMOTION 


n  1977,  an  estimated  1.9 
million  foreign  residents  came  to 
the  United  States  on  business.  To 
stimulate  the  growth  of  this 
segment  of  the  VISIT  USA  travel 
market,  USTS  conducted 
promotion  programs  to  attract 
international  conventions  to  U.S. 
venues  and  to  increase  attendance 
at  these  meetings;  to  boost 
incentive  and  special  interest 
travel  to  U.S.  destinations;  and 
to  stimulate  international 
participation  in  and  attendance 
at  U.S.  trade  shows. 

CONVENTION 
SALES 


an  on-going 
basis,  sales  calls  were  made  on 
selected  foreign  based 
international  associations  whose 
by-laws  permit  them  to  hold 
meetings  outside  the  seat  of  their 
respective  headquarters. 
Information  collected  during 
these  calls  was  computerized  and 
distributed  to  56  U.S.  convention 
and  visitors  bureaus  for  follow-up 
action. 


U.S.  affiliates,  or  host 
associations,  were  offered  expertise 
in  the  organization  of  congresses 
involving  foreign  participation — 
including  information  on 
providing  translation  facilities, 
receptive  services  and  foreign 
language  conference  programs  and 
brochures.  Some  host  associations 
received  financial  assistance  in 
the  form  of  matching  grants  to 
provide  simultaneous  translation 
services  during  their  congresses. 

In  addition,  specific  measures 
were  taken  to  boost  international 
attendance  at  scheduled 
congresses:  international  tour 
producers  abroad  were  assisted 
in  assembling  package  tours  for 
delegates  attending  the  congresses 
and  in  developing  special  pre-  or 
post-convention  tours,  and 
convention  brochures  and  other 
promotional  material  for  the 
congresses  were  distributed  to 
organization  affiliates  through 
USTS  regional  offices  abroad. 

During  1977,  a  total  of  26 
international  congresses  were  held 
in  American  cities.  International 
attendance  at  these  meetings 
totaled  14,744  and  foreign 
exchange  earnings  have  been 
estimated  at  $5.8  million. 

An  additional  34  future 
international  congresses, 
scheduled  to  be  held  through 
1983,  were  obtained  for  U.S. 
venues  through  USTS  efforts 
during  the  year.  These  congresses 
are  expected  to  draw  an  estimated 
27,424  international  delegates 
and  should  result  in  foreign 
exchange  earnings  of  nearly 
$13.3  million. 


CONGRESSES  HELD  IN 

THE  UNITED  STATES 

IN  1977 

•  International  Federation  of 
Fertility  Societies 

Miami  Beach,  1,293  attendees. 

•  International  Association  of 
Ports  and  Harbors 
Houston,  350  attendees. 

•  International  Plant  Breeders 
Association  for  the  Protection  of 
New  Varieties 

Monterey,  218  attendees. 

•  International  Federation  of  Seed 
Trade 

Monterey,  437  attendees. 

•  International  Society  for 
Prosthetics  and  Orthotics 
New  York,  750  attendees. 

•  International  Press 
Telecommunications  Council 
Boston,  30  attendees. 

•  The  World  Federation  of 
Hemophilia 

New  York,  350  attendees. 

•  International  Union  of  Food 
Science  and  Technology 
Philadelphia,  350  attendees. 

•  International  Colour  Association 
Troy,  NY.,  500  attendees. 

•  World  Veterinary  Poultry 
Association 

Atlanta,  200  attendees. 

•  International  Association  for 
Advancement  of  High  Pressure 
Science  and  Technology 
Boulder,  Colo.,  151  attendees. 

•  International  Folk  Music 
Council 

Honolulu,  200  attendees. 

•  International  Musicological 
Society 

Berkeley,  Calif.,  189  attendees. 

•  International  Seaweed 
Symposium 

Santa  Barbara,  336  attendees. 

•  International  Psychological 
Society 

Santa  Barbara,  1,000  attendees. 

•  International  Association  of 
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Meteorology  and  Atmospheric 

Physics 

Seattle,  851  attendees. 

•  World  Psychiatric  Association 
Honolulu,  4,000  attendees. 

•  International  Federation  of 
Surgical  Colleges 

Dallas,  50  attendees. 

•  International  Council  for 
Educational  Media 
Washington,  D.C.,  50  attendees. 

•  International  Bar  Association 
(Business  Law  Section) 
Atlanta,  241  attendees. 

•  International  Permanent  Council 
of  Phonetic  Sciences 

Miami  Beach  400  attendees. 

•  International  Vexillological 
Associations 

Washington,  D.C.,  150  attendees. 

•  International  Union  of  Building 
Societies  and  Savings  Associations 
San  Francisco,  952  attendees. 

•  International  Society  for 
Pediatric  Oncology 
Philadelphia,  150  attendees. 

•  Epidemiological  Association,  Inc. 
San  Juan,  P.R.,  546  attendees. 

•  International  Federation  of 
Freight  Forwarders  Association 
Los  Angeles,  1,000  attendees. 

CONGRESSES  BOOKED 

IN  THE  UNITED  STATES 

IN  1977 

•  International  Association  of 
Forensic  Toxicologists 

1978,  Wichita,  200  attendees. 

•  World  Education  Fellowship 

1978,  New  York,  400  attendees. 

•  International  Union  of  Women 
Architects 

1979,  Seattle,  300  attendees. 

•  International  Cooperative 
Alliance  (International  Cooperative 
Insurance  Federation) 

1978,  Columbus,  Ohio,  200 
attendees. 

•  International  Society  of 
Electrophysiological  Kinesiology 

1979,  Boston,  300  attendees. 


•  World  Pheasant  Association 

1978,  Glen  Cove,  N.Y.,  300 
attendees. 

•  International  Iron  and  Steel 
Institute 

1979,  Chicago,  150  attendees. 

•  International  Union  of  Lawyers 

1981,  New  York,  1,900  attendees. 

•  International  Federation  of 
Newspaper  Publishers 
Associations 

1980,  venue  not  selected,  325 
attendees. 

•  International  Federation  of 
Gynecology  and  Obstetrics 

1982,  venue  not  selected,  7,000 
attendees. 

•  International  Hospital 
Federation 

1978,  San  Antonio,  Houston, 
Dallas,  200  attendees. 

•  International  Society  of 
Pyramidology 

1978,  Los  Angeles,  150  attendees. 

•  Transplantation  Society 

1980,  Boston,  2,000  attendees. 

•  International  Psycho-Analytical 
Association 

1979,  New  York,  1,200  attendees. 

•  International  Society  of  Contact 
Lens  Specialists 

1978,  Orlando,  200  attendees. 

•  Society  for  Critical  Care 
Medicine 

1981,  Washington,  D.C,  3,000 
attendees. 

•  Association  for  the  Promotion 
of  the  International  Circulation  of 
the  Press 

1980,  San  Francisco,  700  attendees. 

•  International  Federation  of 
Cotton  and  Allied  Textile 
Industries 

1979,  Palm  Beach,  Fla.,  350 
attendees. 

•  International  Union  of  Marine 
Insurance 

1980,  Seattle,  950  attendees. 

•  International  Liaison  Center  for 
Cinema  and  TV  Schools 

1978,  Warrenton,  Va.,  100 
attendees. 


•  International  Institute  of 
Administrative  Sciences 
1978,  Washington,  D.C,  250 
attendees. 

•  International  Association  of 
Circulation  Managers 

1980,  San  Francisco,  50  attendees. 

•  International  Graphical  Alliance 
1978,  Washington,  D.C,  100 
attendees. 

•  International  Union  of  Pure  and 
Applied  Chemistry 

1978,  Madison,  Wis.,  190 
attendees. 

•  International  Association  for 
Study  and  Development, 
Marketing  and  Distribution  of 
Food  Products 

1980,  Atlanta,  850  attendees. 

•  International  Union  of 
Nutritional  Sciences 

1981,  San  Diego,  2,000  attendees. 

•  International  Speleological 
Union 

1981,  Bowling  Green,  Ky.,  1,334 
attendees. 

•  International  Federation  of 
Consulting  Engineers 

1980,  San  Francisco,  500  attendees. 

•  International  Astronomical 
Union 

1978,  College  Park,  Md.,  100 
attendees. 

•  International  Association  for  the 
History  of  Glass 

1982,  Corning,  N.Y.,  175 
attendees. 

•  International  Society  for 
Obstetrical  Psycho-Prophylaxis 

1983,  venue  not  selected,  900 
attendees. 

•  International  Society  for  Fat 
Research 

1980,  New  York,  500  attendees. 

•  International  Society  for 
Horticultural  Science 

1980,  venue  not  selected,  300 
attendees. 

•  International  Association  of 
Conference  Interpreters 

1979,  New  York,  250  attendees. 
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INCENTIVE 
TRAVEL 


ully  or  partially  paid 


vacation  packages  are  one  of  the 
work  incentives  that  some 
corporations  offer  their  employees 
as  a  means  of  increasing 
production  or  sales,  or  improving 
work  attendance  or  worker 
efficiency.  However,  many 
incentive  packages  developed 
abroad  tend  to  feature  destinations 
outside  the  United  States. 

In  1977,  as  in  previous  years, 
efforts  were  made  to  inform 
corporate  management  abroad  of 
the  benefits  of  incentive  travel  and 
to  persuade  incentive  operators 
to  include  U.S.  destinations  in  the 
incentive  packages  they  develop 
for  their  corporate  clients. 
Brochures  and  audio-visual 
materials  explaining  the  concept 
and  its  cost-effective  use  were 
provided  to  airlines,  travel  agents 
and  tour  operators  abroad  for  use 
in  their  contacts  with  executives  of 
foreign  companies  considering 
incentive  travel  programs. 

Incentive  travel  seminars  to 
educate  executives  of  foreign 
companies  about  the  incentive 
travel  concept  were  conducted  in 
four  countries  by  USTS  staff 
members  and  incentive  travel 
specialists  from  private  industry. 

An  estimated  12,292 
international  visitors  and  $8.7 


million  in  1977  foreign  exchange 
earnings  were  related  to  these 
efforts.  In  incentive  programs 
during  the  year : 

•  195  Mexican  workers  visited 
Hawaii  on  a  tour  sponsored  by 
Seguros  La  Commercial  of  Mexico; 

•  450  employees  of  the  Univall 
Company  of  Valencia,  Spain, 
visited  Miami; 

•  250  auto  parts  dealers  from 
the  Netherlands  visited  Los 
Angeles,  Las  Vegas,  the  Grand 
Canyon  and  San  Francisco ; 

•  156  members  of  teams  of  the 
Australian  Football  League  visited 
Hawaii,  California  and  various 
other  West  Coast  attractions,  and 

•  800  Japanese  Coca-Cola 
bottlers  and  distributors  won  trips 
to  a  variety  of  U.S.  destinations. 

TRADE 

SHOW 
ATTENDANCE 
PROMOTION 


ore  than  500 
U.S.  trade  shows  of  interest  to 
foreign  businesses  were  identified 
and  foreign  tour  operators  were 
encouraged  to  develop  and 
promote  special  packages  featuring 
many  of  these  events. 

Nearly  100  organizations  were 
counseled  concerning  the  elements 
which  make  shows  attractive  to 
international  attendees — foreign 


language  promotional  brochures 
and  conference  programs, 
multilingual  translation  services, 
and  special  tours  for  spouses  of 
delegates. 

Brochures  and  information 
about  U.S.  trade  shows  were 
distributed  abroad  through  USTS 
regional  offices  and  commercial 
officers  at  U.S.  embassies  and 
consulates. 
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ENCOURAGING 
LOWCOST 

TOURS 

AND  OTHER 

ARRANGEMENTS 


he  International  Travel  Act 
also  directs  the  Secretary  of 
Commerce  to 
"...  encourage  the 
development  of  tourist 
facilities,  low  cost  unit  tours, 
and  other  arrangements 
within  the  United  States  for 
meeting  the  requirements  of 
foreign  visitors." 


TOUR 
DEVELOPMENT 


ackage  tours  offer  a  number 
of  important  advantages  for 
incoming  tourists:  costs  are  usually 
lower  than  for  independent  travel; 
packaged  arrangements  eliminate 
the  necessity  for  travelers  to 
make  their  own  detailed  travel 
arrangements,  and  tour  escorts 
help  overcome  language  barriers 
feared  by  many  non-English 
speaking  visitors. 

USTS  provides  technical 
support,  product  promotion  and 
financial  assistance  to  foreign  tour 
operators  through  a  program 
designed  to  motivate  them  to 
create  more  package  tours  to  the 
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U.S.  Individual  tour  development 
projects  are  carefully  negotiated 
to  achieve  a  steady  growth  in  both 
the  number,  quality  and  variety 
of  VISIT  USA  package  offerings 
and  in  marketing  efforts  by  tour 
operators/wholesalers. 

Financial  support  provided 
under  a  tour  development  contract 
may  cover  items  such  as 
production  and  distribution  of 
brochures  and  tour  catalogs ; 
production  and  distribution  of 
sales  promotion  materials  such  as 
posters,  and  other  displays;  trade 
and/or  consumer  advertising; 
direct  mail  advertising;  special 
promotions;  and  training  or 
familiarization  programs  for  retail 
travel  agents  who  will  be  selling 
the  new  packages. 


uring  1977,  USTS  invested  $977,334  in  tour  development 
projects  which  were  expected  to  generate  an  estimated  $451,310,645 
in  tourism  earnings. 


Amount 

Projected 

Estimated 

Country 

Invested 

Passengers 

Receipts 

Canada 

$244,540 

95,195 

$  35,698,125 

West  Germany 

138,000 

146,493 

76,913,670 

Japan 

227,500 

396,046 

247,528,750 

Mexico 

96,586 

51,340 

35,938,000 

United  Kingdom 

83,708" 

29,153 

17,491,800 

France 

97,000 

25,995 

15,597,000 

Venezuela 

45,000 

7,720 

5,905,800 

Netherlands 

10,000 

3,000 

1,590,000 

Switzerland 

35,000 

27,900 

14,647,500 

Total          $977,334 

782,842 

$451,310,645 

U.S.  travel  suppliers  conduct  business 
with  international  tour  producers  during 
the  annual  Discover  America 
International  Vow  Wow,  co  sponsored  by 
USTS. 

Tour  development  was  also 
facilitated  during  the  year  by 
bringing  foreign  tour  operators 
and  wholesalers  together  with  U.S. 
travel  suppliers  at  the  Discover 
America  International  Pow  Wow, 
the  world's  largest  international 
marketplace  for  buying  and  selling 
U.S.  tourism  services.  Sponsored 
each  year  by  USTS  and  Discover 
America  Travel  Organizations, 
Inc.,  the  Pow  Wow  provides  for 
appointments  between  U.S. 
sellers  of  travel  arrangements 
(transportation  companies, 
tour  operators,  attractions, 
accommodations,  destinations) 
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and  international  buyers  (primarily 
travel  wholesalers  and  tour 
operators).  These  meetings  result 
in  contracts  for  U.S.  travel 
services  for  future  packaged 
offerings  featuring  this  country. 

The  ninth  annual  Discover 
America  International  Pow  Wow 
was  conducted  September  24-28, 
1977,  in  St.  Louis.  It  was  attended 
by  459  international  buyers  of 
travel,  from  58  countries,  and  964 
U.S.  travel  sellers. 

DEVELOPMENT 

OF 

VISITOR 

SERVICES 


ighty-nine  U.S.  trade 
show  organizers  were  encouraged 
and  technically  assisted  in  1977 
to  provide  special  services  for 
potential  foreign  participants  and 
attendees. 

A  Special  Traveler  Arrangement 
Recognition  (STAR)  certificate 
was  awarded  to  trade  shows  which 
made  outstanding  efforts  to 
facilitate  international  attendance. 
Recipients  were  judged  on  criteria 
such  as  availability  of  foreign 
language  brochures  describing 
the  show,  establishment  of  an 
international  reception  center 
staffed  with  multilingual 
personnel,  free  or  reduced  show 
registration  or  admission  for 
international  attendees,  and 


availability  of  on-site  foreign 
currency  exchange  facilities.  In 
1977,  STAR  certificates  were 
awarded  to  six  U.S.  trade  shows: 
International  Toy  Fair  and  Cycle 
Show,  New  York;  Washington 
International  Art  Fair, 
Washington,  D.C.;  International 
Trade  Fair,  Atlanta;  International 
Public  Works  Congress  & 
Equipment  Show,  Chicago;  State 
Fair  of  Oklahoma,  Oklahoma 
City;  American  Royal  Livestock 
Horse  Show  and  Rodeo,  Kansas 
City,  Kans. 

An  additional  83  trade  shows 
were  certified  under  the  Trade 
Fair  Act  of  1959.  The  certification 
allows  duty-free  entry  of  foreign 
exhibit  items  and  encourages 
more  participation  by  foreign 
businesses. 

GATEWAY 
RECEPTIONISTS 


uniformed  corps  of 


multilingual  gateway  receptionists 
were  functioning  at  12  airports 
in  1977  to  provide  a  warm 
welcome  to  incoming  international 
travelers  and  to  assist  them  with 
U.S.  entry  formalities.  In  addition 
to  explaining  federal  inspection 
procedures,  the  receptionists 
helped  visitors  fill  out  Customs 
and  Immigration  forms  and  served 
as  interpreters  for  both  the  visitors 
and  for  U.S.  inspection  personnel 


during  the  process.  Interpretive 
services  were  available  in  21 
languages,  ranging  from  Spanish, 
French,  German  and  Japanese  to 
Serbo-Croation,  Papiamento  (the 
Creole  language  of  Curacao), 
Arabic  and  Chinese. 

About  100  of  these  receptionists 
were  college  students  working 
part-time  under  the  College  Work/ 
Study  Program  of  the  Department 
of  Health,  Education  and  Welfare. 
Another  50  receptionists  were 
permanent  USTS  employees  who 
provided  year-round  professional 
receptionist  service  and  served 
as  supervisors. 

These  major  gateways  had 
receptionists  in  1977:  New  York 
City  (J.  F.  Kennedy  International), 
Seattle,  San  Juan,  P.R., 
Philadelphia,  Miami, Washington, 
D.C.  (Dulles  International), 
Boston,  Chicago,  Los  Angeles, 
San  Francisco,  Honolulu,  and 
Bangor,  Maine. 


r ~- 
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USTS'  gateway  receptionists  welcomed 
international  visitors  in  four  languages  at 
Dulles  International  Airport  in 
Washington,  D.C. 
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ENCOURAGING 

WIDEST  POSSIBLE 

DISTRIBUTION 

OFTHE  BENEFITS 

OFTRAVEL 


third  principal  duty 
of  the  Secretary  of  Commerce 
under  the  International  Travel  Act 
is  to 

".  .  .  foster  and  encourage 
the  widest  possible 
distribution  of  the  benefits  of 
travel  at  the  cheapest  rates 
between  foreign  countries 
and  the  United  States 
consistent  with  sound 
economic  principles." 

During  1977,  the  Assistant 
Secretary  for  Tourism, 
representing  the  Department, 
participated  with  officials  of  other 
federal  agencies  in  negotiations 
which  led  to  an  agreement  to 
foster  lower  air  fares  between  the 
United  States  and  Mexico. 
Specifically,  the  two  governments 


agreed  to  encourage  the  airlines 
of  their  respective  countries  to 
"offer  services  at  the  lowest 
possible  fares  and  rates,"  and  to 
institute  ". . .  innovative  reduced 
passenger  and  cargo  fares  and 
rates " 

Both  governments  recognized 
the  important  contribution  of 
charters  to  international  tourism 
between  the  two  nations  and 
resolved  to  "...  continue  to  apply 
liberal  policies  with  regard  to 
charter  flight  operations"  and  to 
permit  "charter  flight  operations 
with  the  fewest  possible 
restrictions." 

The  first  new  air  transport 
bilateral  accord  to  be  concluded 
by  the  two  countries  in  seven 
years,  the  agreement  also  provided 
for  new  or  improved  air  service 
for  31  American  cities  and  23 
cities  in  Mexico. 
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he  International  Travel 
Act  of  1961  authorizes  the 
Secretary  of  Commerce  to 

"...  encourage  the 
simplification,  reduction  or 
elimination  of  barriers  to 
travel,  and  the  facilitation  of 
international  travel 
generally." 

Measurable  progress  in  the  area 
of  facilitation  was  achieved  in 
1977.  Permission  was  obtained 
from  the  Mexican  government  for 
U.S.  companies  to  import  ".  .  . 
airline  schedules,  travel  brochures 
and  pamphlets,  travel  posters,  and 
other  printed  matter  directed  at 
promoting  and/or  facilitating 
international  travel  or  tourism 
.  .  ."  duty  free.  This  authority 
resulted  from  air  transport 
negotiations  in  which  the  Assistant 
Secretary  of  Tourism  participated 
and  will  exempt  U.S.  travel 
industry  components — promoting 
travel  to  the  United  States  from 
Mexico — from  the  requirement  to 
pay  duty  on  imported  sales 
materials. 

The  Assistant  Secretary  for 
Tourism  also  represented  the 
Department  on  the  Tourism 
Subgroup  of  the  U.S. -Mexico 
Consultative  Mechanism 
established  by  Presidents  Carter 
and  Lopez-Portillo  in  March  1977. 
The  Tourism  Subgroup  is  one  of 
five  working  groups  created  to 


ENCOURAGING 
THE  REDUCTION 


TO  TRAVEL 


deal  with  economic  problems  of 

At  the  Inter-American  Travel  Congress 
of  the  Organization  of  American  States  in 
Caracas,  Venezuela,  the  U.S.  delegation 
proposed  a  Tourism  Code  of  Conduct. 


mutual  concern  to  the  two 
countries.  The  Assistant  Secretary 
for  Tourism  serves  as  cochairman 
of  the  Subgroup,  along  with  the 
Mexican  Minister  of  Tourism. 


congres 
infferameric 
de  turismo 
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In  talks  held  between  the  U.S. 
and  Mexican  sections  of  the 
Tourism  Subgroup,  the  Mexican 
Tourism  Ministry  agreed  to 
recommend  to  the  Mmisterio 
De  Gobernacion  (the  Mexican 
Department  of  Immigration)  that 
no  increases  be  effected  in  1978 
in  the  cost  of  Mexican  passports. 
Along  with  devaluations  of  the 
peso,  the  rising  cost  of  passports 
in  that  country  was  a  major  factor 
in  the  slow  growth  of  Mexican 
tourism  to  the  United  States 
during  the  year. 

The  United  States  agreed 
unilaterally  to  waive  the  fee  for 
Mexican  nationals  seeking  a  U.S. 
business  visa  and  agreed  to  make 
that  visa  valid  for  multiple  entry 
over  a  period  of  up  to  four  years. 

By  the  end  of  the  year,  informal 
discussions  were  underway 
concerning  the  possibility  of 
concluding  a  formal  agreement 
between  the  two  countries  on 
tourism  facilitation  and 
development. 

Similar  talks  were  also  held 
with  the  Government  of  Poland 
in  December.  Discussions  were 
held  in  Poland  at  the  Seventh 
Meeting  of  the  Joint  American- 
Polish  Trade  Commission,  with  a 
USTS  representative  participating 
as  a  member  of  the  U.S.  delegation. 
At  that  time,  a  U.S.  draft  of  a 
tourism  agreement  between  the 
two  nations  was  accepted  by  the 
Polish  delegation  as  the  basis  for 
future  negotiations.  No  date  for 
future  talks  was  set. 

Other  similar  initiatives 
involved  exchanges  of  tourism 


information  with  the  Hungarian 
National  Tourist  Council  and 
low-level  contacts  with  certain 
other  governments  concerning 
possible  opportunities  for 
increased  cooperation  in  the  field 
of  tourism. 

In  September  1977,  the  U.S. 
delegation  proposed,  and  was 
instrumental  in  developing,  a 
Tourism  Code  of  Conduct  adopted 
by  the  Inter- American  Travel 
Congress  of  the  Organization  of 
American  States. 

Known  as  the  Declaration  of 
Caracas,  the  Code  is  being 


publicized  by  member 
governments  in  order  to  create 
a  greater  appreciation  of  the 
respective  rights  and 
responsibilities  of  tourists,  host 
communities,  governments  and  the 
travel  industry.  The  Declaration 
is  based  on  the  premise  that, 
"Tourism  has  a  great  untapped 
potential  as  an  agent  of  goodwill 
and  mutual  understanding,  a 
potential  whose  realization 
depends  upon  the  vision  and 
social  responsibility  of  those  who 
enjoy  the  benefits  of  tourism  and 
guide  its  destiny." 


TOURISM  CODE 

OF  CONDUCT 

I.     The  Tourist  pledges  to : 

man-made  resources 

(1)  Respect  the  host 

and  local  cultures 

people's  rights  to 

are  preserved; 

enjoy  recreation 

(5)  Ensure  that  businesses 

areas. 

provide  reliable  and 

II.     Governments  pledge  to : 

ethical  consumer 

(1)  Provide  tourists  with 

services. 

information  about          HI. 

Host  people  pledge  to: 

tourism  facilities, 

(1)  Be  tolerant  of 

services  and  policies, 

misunderstandings 

including  medical 

and  inadvertent 

care; 

transgressions  by 

(2)  Protect  the  tourist's 

tourists; 

well-being  and 

(2)  Be  courteous  to 

belongings; 

tourists  and  provide 

(3)  Ease  tourism 

them  with  information 

movement  between 

about  the  national 

nations; 

economy  and  social 

(4)  Monitor  touristic 

customs  and  practices; 

development  so  that 

(3)  Cooperate  with 

the  natural 

environmental 

environment, 

protection  measures. 
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COLLECTING 

AND 

EXCHANGING 

STATISTICS 

AND 

TECHNICAL 

INFORMATION 


USTS  provided  current  statistical 
information  on  international  travel  to  the 
United  States  through  a  variety  of 
research  publications. 


% 


nder  the  provisions 
of  the  International  Travel  Act, 
the  Secretary  of  Commerce  must 

".  .  .  collect,  publish  and 
provide  for  the  exchange  of 
statistical  and  technical 
information,  including 
schedules  of  meetings,  fairs, 
and  other  attractions  relating 
to  international  travel  and 
tourism.  ..." 

In  1977,  two  types  of  research 
were  preformed:  analysis  of  basic 
data  and  consumer  market 
research. 

Basic  data  were  collected, 
analyzed  and  published  to  provide, 
on  a  regular  and  ongoing  basis,  a 
description  of  the  current 
dimensions  of  the  international 
travel  market,  the  potential  VISIT 
USA  market,  and  the  position  of 
the  United  States  in  the  global 
market.  Such  information  includes 


\ 
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monthly  foreign  visitor  arrival 
figures,  quarterly  travel  receipt 
and  expenditure  data,  analysis  of 
government  entry  forms  and  U.S. 
citizen  departure  information. 

Data  were  exchanged  with  other 
Federal  agencies  and  government 
tourist  offices  around  the  world  to 
improve  the  reliability  of 
international  travel  information. 
An  annual  market  survey  of 
Canadian  vacationers  again  was 
co-sponsored  by  two  Commerce 
agencies,  the  United  States  Travel 
Service  and  the  Bureau  of 
Economic  Analysis,  which  worked 
with  Statistics  Canada,  the 
statistical  arm  of  the  Canadian 
Government,  to  develop  improved 
methodologies  for  collecting  data 
on  travel  between  the  two 
countries. 

Consumer  market  research 
projects  are  designed  to  provide 
in-depth  marketing  intelligence 
concerning  pertinent 
characteristics  of  the  current  and 
potential  U.S.  travel  markets. 

In  1977,  extensive  market 
research  surveys  were  conducted 
in  11  countries — Mexico,  Japan, 
the  United  Kingdom,  West 
Germany,  France,  Australia, 
Venezuela,  Italy,  the  Netherlands, 
Sweden  and  Belgium.  Utilizing 
personal  interviews,  the  studies 
investigated  the  international 
travel  habits  of  residents  of  these 
countries.  Highlights  of  the  data 
collected  during  the  surveys  were 
published  late  in  1977  and  more 
comprehensive  analyses  for  each 
country  are  to  be  published  during 
1978. 


Research  data  and  marketing 
studies  are  used  by  members  of 
the  U.S.  travel  industry  as 
statistical  bases  for  their  own 
marketing  activities.  Ultimately 
this  research  foundation  helps 
increase  the  U.S.  share  of  the 
tourism  market  in  a  cost-effective 
manner. 

Technical  information  and 
schedules  of  meetings  and  fairs 
were  also  produced  and  distributed 
during  the  year.  An  annual 
directory  of  U.S.  trade  shows, 
expositions  and  conventions  that 
would  be  of  interest  to 
international  businesses  and  a 
directory  of  convention  facilities 
around  the  country  were 
distributed  to  foreign  tour 
operators,  travel  agents  and  other 
organizations  interested  in 
promoting  business  travel  to  the 
United  States.  A  directory,  Festival 
USA  1978,  of  festivals  and  major 
events  throughout  the  country  was 
produced  for  use  by  the  travel 
trade  abroad  as  well. 

Consumer  publications  were 
made  available  in  English,  French, 


Information  on  U.S. 
destinations  and 
attractions  was 
distributed  through 
the  travel  trade 
abroad  to  assist 
potential  visitors  to 
plan  their  trips  to 
the  United  States. 


German,  Spanish  and  Japanese. 
These  included : 

•  descriptive  brochures  on  20 
U.S.  gateway  cities  and  their 
surrounding  States; 

•  a  directory  of  American 
businesses  and  industries  which 
offer  tours  of  their  plant  facilities; 

•  a  booklet  describing 
transportation  services  and 
facilities  in  the  United  States; 

•  a  shopping  guide; 

•  a  map  of  the  United  States; 

•  a  brochure  on  the  U.S. 
National  Parks; 

•  a  consumer  brochure  on 
major  U.S.  festivals  and  events 
during  1977; 

•  a  USA  Holiday  Planner,  a 
guide  to  aid  the  consumer  in 
planning  a  vacation  in  the  United 
States,  which  featured  all  50 
States  and  the  U.S.  territories  and 
possessions. 

•  a  descriptive  booklet 
containing  general  information 
about  traveling  in  the  United 
States — including  climate,  driving 
regulations,  tipping  customs,  etc. 


WYOMING 
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AWARDING 

MATCHING 

GRANTS 


he  International  Travel 


Act  of  1961,  as  amended,  provides 
tools  which  the  Secretary  of 
Commerce  may  use  in  promoting 
international  travel  to  the  United 
States. 

One  of  the  most  important  of 
these  tools  is  the  authority  to 
award  grants  to  States,  cities  and 
non-profit  organizations  for 
international  tourism  promotion 
projects.  Grants  may  be  used  for 
projects  promoting  international 
travel  to  the  United  States  or  for 
improving  receptive  services  for 
international  visitors. 

Due  to  increased  state  and 
municipal  interest  in  tourism  as  an 
economic  development  tool, 
competition  for  a  share  of  less  than 
$600,000  available  in  federal 
matching  funds  in  1977  was  at  an 
all-time  high.  During  the  open 
application  season,  142 
applications  seeking  more  than  $1 
million  in  Federal  funding  were 
received.  Of  this  number,  70 
grants  were  awarded. 

Awards  were  based  on  criteria 
which  gave  high  point  value  to 
those  showing  valid  potential  for 
increasing  foreign  exchange 
earnings.  Funds  in  1977  were 
granted  principally  for  media 
advertising,  visitor  facilitation, 
research,  tour  development,  and 
simultaneous  translation  services 
for  international  congresses  held 
in  this  country. 
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1977  MATCHING  GRANT  AWARDS 


ALABAMA 

$9,058      Alabama  Bureau  of 
Publicity  and 
Information 
For:  Advertising  in 
Canada 

ARIZONA 

$10,000      Phoenix  and  Valley  of 
the  Sun  Convention 
and  Visitors  Bureau 
For:  Advertising  in 
Canada 

10,000      Arizona  Office  of 
Tourism,  Phoenix 
Convention  and 
Visitors  Bureau, 
Tucson  Convention 
and  Visitors  Bureau, 
Yuma  Chamber  of 
Commerce 
For:  Advertising  in 
Canada  (joint  project) 

5,000  Tucson  Convention 
and  Visitors  Bureau 
For:  Advertising  in 
Canada 

CALIFORNIA 

$3,610      San  Francisco 

Convention  and 
Visitors  Bureau 
For:  Advertising  in 
Canada 

10,000      San  Francisco 

Convention  and 
Visitors  Bureau  and 
Greater  Los  Angeles 
Visitors  and 
Convention  Bureau 
For:  Tour  development 
(joint  project) 


10,000      Merced  Chamber  of 
Commerce 
For:  Research  Project 

10,000      Sacramento 

Convention  and 
Visitors  Bureau 
For:  Advertising  in 
Canada 

10,000      San  Diego  Convention 
and  Visitors  Bureau 
For:  Advertising  in 
Canada 

10,000     Buena  Park  Visitor 
and  Convention 
Bureau 

For:  Advertising  in 
Canada 

8,812      Palm  Springs 

Convention  and 
Visitors  Bureau 
For:  Advertising  in 
Canada 

DISTRICT  OF  COLUMBIA 

$10,000      Office  of  Sponsored 
Research  for 
Department  of  Human 
Kinetics /Leisure 
Studies,  The  George 
Washington 
University 
For:  Research  Project 

10,000      D.C.  Institute 

For :  Visitor  guidebook 
in  German 

FLORIDA 

$10,000      Village  of  Bal  Harbour 
For:  Advertising  in 
Canada 


10,000      Miami  Beach  Tourist 
Development 
Authority 
For:  Advertising  in 
Canada 

8,808      City  of  St.  Petersburg 
For:  Advertising  in 
Canada 

6,526      Metropolitan  Dade 
County  Economic 
Development 
Coordination 
For:  Research  project 

10,000      Florida  Division  of 
Tourism 

For:  Support  and 
facilitation  services 

10,000      Surfside  Tourist  Board 
For:  Advertising  in 
Canada 

1,500      International  Phonetic 
Sciences  1977 
Congress,  University 
of  Florida 
For:  Simultaneous 
translation/Intl. 
Congress 


GEORGIA 


$10,000     Georgia  World 
Congress  Center 
For:  Simultaneous 
translation/Intl. 
Congress 

10,000      Coastal  Area  Planning 
and  Development 
Commission, 
Brunswick 
For:  Advertising  in 
Canada 
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HAWAII 

$10,000      Hawaii  Visitors 
Bureau  (State) 
For:  Advertising  in 
Canada 

10,000      Hawaii  Visitors 
Bureau  (City) 
For :  Research  in 
Canada 

ILLINOIS 

$2,400      Society  of 

Typographic  Arts 
For:  Simultaneous 
translation/Intl. 
Congress 

KENTUCKY 

$10,000  Kentucky  Dept.  of 
Public  Information 
For:  Advertising  in 
the  United  Kingdom 

LOUISIANA 

$10,000      Greater  New  Orleans 
Tourist  and 
Convention 
Commission 
For:  Advertising  in 
Canada 

4,416      Louisiana  Tourist 
Development 
Commission 
For:  Advertising  in 
Mexico 

MASSACHUSETTS 


$10,000      Plymouth  County 

Development  Council 
For:  Advertising  in 
Canada 


8,503      Essex  County 

For :  Advertising  in 
Canada 

10,000      Bristol  County 

Development  Council 
For:  Advertising  in 
Canada 

10,000      Greater  Boston 
Convention  and 
Tourist  Bureau 
For:  Promotion  in 
Canada 


MICHIGAN 

$10,000      Detroit  Renaissance, 
Inc. 

For:  Visitor 
facilitation 


MONTANA 


$10,000 


Montana  Travel 
Promotion  Unit 
For :  Tour 
development  and 
advertising 


NEW  MEXICO 

$10,000      New  Mexico  Dept.  of 
Development 
For:  Advertising  in 
Mexico 

(2,500)      Las  Cruces  Chamber 
of  Commerce  (grant 
shared  with  El  Paso, 
Texas — see  El  Paso) 
For:  Promotion  in 
Canada 

NEW  YORK 

$10,000      Rehabilitation 

International,  USA 
For:  Promotion  in 
Germany 


6,000      Finger  Lakes  Assn., 
Inc. 

For:  Advertising  in 
Canada 

900      American  Society  of 
Interior  Designers 
Educational 
Foundation 
For:  Simultaneous 
translation/Intl. 
Congress 

10,000      Warren  County  Board 
of  Supervisors 
For :  Advertising  in 
Canada 

6,503      Rochester/Monroe 
County  Convention 
and  Visitors  Bureau 
For:  Advertising  in 
Canada 

3,838      City  of  Albany 

For:  Advertising  in 
Canada 

10,000      Essex  County 

Publicity  Bureau 
For:  Advertising  in 
Canada 

10,000      Saratoga  County 

Promotion  Committee 
For :  Advertising  in 
Canada 

10,000      Greater  Syracuse 
Convention  and 
Visitors  Bureau 
For:  Advertising  in 
Canada 

PUERTO  RICO 

$9,900      World  University  of 
Puerto  Rico 
For:  Visitor  facilitation 

10,000      Commonwealth  of 

Puerto  Rico  Tourism 

Company 

For:  Promotional 
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literature  in  support  of 
Canadian  advertising 
program 

RHODE  ISLAND 

$7,500      Rhode  Island  Dept.  of 
Economic 
Development 
For :  Advertising  in 
Canada 

SOUTH  CAROLINA 

$10,000      South  Carolina  Dept. 
of  Parks,  Recreation 
and  Tourism 
For:  Advertising  in 
Canada 

SOUTH  DAKOTA 

$10,000      South  Dakota  Division 
of  Tourism 
For:  Advertising  in 
Canada 

TENNESSEE 


$10,000 


5,644 


TEXAS 

$2,500 


8,680 


5,500 


Memphis  in  May 
International  Festival 
For:  Advertising  in 
Canada 

City  of  Knoxville 
For:  Advertising  and 
visitor  facilitation 


El  Paso  Convention 
and  Visitors  Bureau 
(grant  shared  with  Las 
Cruces,  New  Mexico) 
For:  Promotion  in 
Canada 

City  of  Galveston 
For :  Advertising  in 
Canada 

City  of  Corpus  Christi 
For:  Advertising  in 
Canada 


10,000      Harlingen  Chamber  of 
Commerce 
For:  Advertising  in 
Canada 

10,000      McAUen  Chamber  of 
Commerce 
For:  Advertising  in 
Mexico 

VERMONT 

$8,460      Lake  Champlain 

Regional  Chamber  of 

Commerce 

For:  Advertising  in 

Canada 

10,000      Vermont  Travel 
Division 

For:  Tour  development 
and  advertising  in 
Canada 

VIRGINIA 

$10,000      Virginia  Dept.  of 
Conservation  and 
Economic 
Development 
For:  Advertising  in 
Canada 

VIRGIN  ISLANDS 

$10,000      U.S.  Virgin  Islands 
Dept.  of  Commerce 
For:  Tour  development 
in  Canada 

WASHINGTON 

$5,000      Tri-Cities  Visitor  and 
Convention  Bureau 
For:  Tour  development 
and  advertising  in 
Canada 

WEST  VIRGINIA 

$10,000      Potomac  Highlands  of 
West  Virginia 
For:  Promotion  in 
Canada 


9,200      9  Valley  Travel 
Council 

For :  Visitor  facilitation 
and  promotion  in 
Canada 

10,000      Country  Roads  Travel 
Council 

For:  Tour  development 
in  Canada 

10,000      State  of  West  Virginia 
For:  Tour  development 
and  advertising  in 
Canada 


MULTI-STATE 

$10,000     New  England  Council 
(States  of 

Massachusetts,  Maine, 
Vermont,  New 
Hampshire, 
Connecticut,  and 
Rhode  Island) 
For:  Advertising  in 
Canada 

10,000      Rocky  Mountain  West 
Vacation  Bureau 
(States  of  Montana, 
Wyoming  and 
Colorado) 
For:  Advertising  in 
Canada 

10,000      Old  West  Trail 
Foundation 
(States  of  Montana, 
North  Dakota  and 
South  Dakota) 
For:  Advertising  in 
Canada 

4,890      Pacific  Northwest 
Travel  Assn. 
(States  of  Oregon, 
Washington,  Idaho 
and  Montana) 
For:  Promotion  in 
Canada 
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PROMOTING 

DOMESTIC 

TRAVEL 


Deputy  Assistant  Secretary  for  Tourism 
Jeanne  Westphal  (right)  launches  USTS' 
participation  in  the  Department's 
Commerce /Cities  Project  at  a  San 
Francisco  meeting  with  Anne  Wexler, 
Commerce's  Deputy  Under  Secretary  for 
Regional  Affairs,  and  Robert  Sullivan, 
general  manager  of  the  San  Francisco 
Convention  and  Visitors  Bureau. 


he  Domestic  Travel  Act 
of  1940,  as  amended  in  1975  by 
P.L.  94-55,  directs  the  Secretary  of 
Commerce  to  promote  domestic 
travel 

" .  .  .  through  activities  which 
are  in  the  public  interest  and 
which  do  not  compete  with 
activities  of  a  State,  city  or 
private  agency." 

The  Secretary's  authority  under 
this  statute  is  exercised  by  the 
United  States  Travel  Service. 

Development  of  a  long-range 
domestic  tourism  program  was 
begun  in  1977.  Previous  efforts 
domestically  had  been  confined  to 
the  short-term  objective  of 
promoting  travel  within  the 
country  during  the  Bicentennial. 

Goals  of  the  new  domestic 
program  were:  1)  to  stimulate 
travel  to  areas  of  the  country 
which  suffer  from  high 
unemployment,  or  where  existing 
tourism  facilities  are  significantly 
under-utilized — especially  as  a 
result  of  seasonality;  2)  to  work 
more  closely  with  States,  regions, 
and  cities  in  the  development  of 
research,  training  and  promotion 
programs  which  meet  their 
respective  needs  in  terms  of 
tourism  development;  and  3)  to 
increase  the  recognition  of  tourism 
— on  the  part  of  decision-makers 
at  the  Federal,  State  and  local 
levels,  as  well  as  the  general 
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public — as  a  major  factor  in  the 
Nation's  economy  and  as  an 
effective  economic  development 
tool  which  can  be  used  by  States 
and  localities  in  achieving  the 
national  policy  of  balanced 
economic  growth. 

Programs  in  research,  training, 
and  consumer/industry 
information  and  education  were 
planned  and  implemented  to 
accomplish  these  goals. 


RESEARCH 


"Consumer's  Guide  to  Travel 
Information,"  a  series  of  brochures 
containing  tips  for  travelers  in  this 
country,  was  made  available  to  American 
travel  consumers  as  part  of  USTS' 
domestic  tourism  program. 


omestic  tourism 
research  was  designed  to  provide 
reliable,  consistent  statistical 
information  with  respect  to  the 
volume  of  domestic  travel, 
characteristics  and  motivations  of 
American  travelers,  and  the 
economic  impact  of  travel  in  the 
United  States. 

The  thrust  of  the  program, 
budgeted  at  $365,000,  fell  into  two 
broad  categories :  a  Basic  National 
Data  Program  and  a  Local  Tourism 
Data  Development  Program. 

At  the  national  level,  the  1977 
National  Survey  was  conducted  by 
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the  Department's  Bureau  of  the 
Census,  with  USTS  and 
Department  of  Transportation 
participation.  Field  work  on  the 
survey,  conducted  among  24,000 
American  households,  began  in 
April  1977.  In  conjunction  with 
Census,  USTS  began  publishing 
interim  data  collected  for  the  first 
quarter  of  the  year,  with  more 
complete  data  packages  to  be 
published  in  1978.  The  data  on  the 
volume  of  domestic  travel  during 
1977  is  being  packaged  to  provide 
individual  profiles  for  each  of  the 
50  States,  selected  profiles  for 
metropolitan  areas,  and  profiles  on 
selected  market  segments  such  as 
air  travelers,  weekend  travelers, 
campers,  and  skiers. 

A  Travel  Pulse  survey  was 
undertaken  with  29  other 
organizations.  The  survey 
monitors  key  travel  indicators  and 
changes  in  the  motivations, 
attitudes,  values  and  experiences 
of  travelers  and  non-travelers, 
both  of  which  affect  the  consumer 
market  for  travel.  The  survey  also 
identifies  key  issues,  such  as  the 
effects  of  transportation  costs  on 
travel  volume,  which  can  serve  as 
an  early  warning  system  to  detect 
shifts  and  changes  in  the  travel 
market. 

An  analysis  of  newly  issued 
data  contained  in  the  1972/73 
Consumer  Expenditure  Survey  was 
performed  during  the  year.  The 
survey,  conducted  by  the  Bureau 
of  Labor  Statistics  every  ten  years, 
is  the  primary  source  of 
information  on  U.S.  consumer 
spending.  The  analysis  of  the 
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survey  data  provided  information 
on  the  economic  impact  of 
vacation  travel  and  the  major 
competitors  for  the  travel  dollar  in 
the  family  budget,  and  suggested 
alternative  methods  for  measuring 
travel  spending. 

The  Local  Tourism  Data 
Development  program 
complements  the  Basic  National 
Data  Program  by  providing  the 
tools  necessary  for  individuals  or 
organizations  to  plan,  implement 
and  evaluate  tourism  programs  on 
the  local  level. 

During  1977,  development  of 
guidelines  for  standardizing 
travel/ tourism  definitions  and 
survey  methodologies  continued, 
based  on  input  from  private 
industry  and  government  entities 
at  the  Federal,  regional,  State  and 
local  levels.  When  completed,  the 
guidelines  will  enable  the  Federal 
Government,  States  and  private 
industry  to  make  valid 
comparisons  of  travel/tourism  data 
and  to  facilitate  the  national 
ranking  of  tourism  income  among 
States. 

Portions  of  this  project  were 
tested  during  1977  in  a  survey 
conducted  in  the  State  of 
Washington  in  cooperation  with 
the  State,  the  Seattle/King  County 
Visitors  and  Convention  Bureau 
and  Ranier  Bank.  The  survey, 
conducted  at  the  Seattle-Tacoma 
International  Airport,  tested  a 
methodology  for  measuring  the 
volume  and  characteristics  of 
non-resident  visitors  arriving  by 
air.  A  report  analyzing  the  survey 
findings  is  under  preparation. 


A  joint  project  was  initiated  in 
1977  to  develop  guidelines  for 
planning  tourism  programs  within 
the  context  of  specific  community 
needs  and  to  develop  investment 
strategies  for  overall  economic 
growth  through  tourism 
development. 

The  project  is  being  conducted 
by  West  Virginia  University  and 
funded  jointly  by  USTS  ($83,000), 
the  Commerce  Department's 
Economic  Development 
Administration  ($36,000),  the 
Labor  Department's  Employment 
and  Training  Administration 
($31,000),  the  West  Virginia 
Governor's  Office  of  Economic  and 
Community  Development 
($107,000),  and  West  Virginia 
University  ($75,000).  The  first  of 
two  phases  was  begun  in  1977  and 
includes  the  design  and  testing  of 
a  model  five-year  development  and 
marketing  plan,  using  Harrison 
County,  West  Virginia,  to 
demonstrate  the  tourism  planning 
techniques  identified.  The  concept 
is  to  provide  working  level 
guidelines  for  local  authorities  to 
evaluate  the  potential  for  tourism 
development  in  their  own  areas, 
and  to  organize  and  implement 
plans  to  achieve  that  potential. 
The  first  phase  of  the  project  is 
scheduled  for  completion  by  the 
end  of  1978.  It  will  result  in  the 
publication  of  a  State  and  regional 
planners'  manual  with  broad 
applicability  to  many  other 
regions  of  the  country,  especially 
more  rural  areas  where  the 
industrial/commercial  base  for 
travel  facilities  development  does 


not  exist  and  where  assistance  and 
guidance  are  needed. 

Another  study  undertaken  in 

1977  in  partnership  with  the 
Council  of  State  Governments, 
addressed  the  State  role  in 
economic  development  through 
tourism. 

Information  was  solicited  from 
all  50  States  concerning  their 
respective  tourism  development 
activities  and  organizational 
structures.  Ten  geographically 
representative,  highly-successful 
State  tourism  offices  were  then 
selected  for  in-depth  analysis. 
Interviews  are  scheduled  for  early 

1978  to  examine  administrative 
structure,  program  techniques  and 
intergovernmental  and 
government/industry  cooperation 
that  combine  to  upgrade  the  travel 
and  tourism  development 
operation  within  each  state. 

The  resulting  report  will  analyze 
the  techniques  and  methods  used 
by  these  States,  and  describe  the 
ways  and  means  they  use  to 
justify  and  effectively  utilize 
tourism  budgets.  The  document 
will  include  a  prototype  model  that 
can  be  used  by  other  States  to 
create  more  effective  travel  and 
tourism  operations. 

Both  the  report  and  prototype 
were  to  be  presented  for 
discussion  to  decision-makers  in 
the  executive  and  legislative 
branches  of  State  Governments  in 
five  regional,  two-day  seminars  in 
mid-1978. 
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TOURISM 
TRAINING 


project  to  develop 
tourism  training  packages  was 
launched  late  in  1977  to  meet  the 
needs  of  state  and  local  tourism 
officials  for  assistance  in 
developing  tourism  as  a  viable 
industry.  Through  the  grant 
mechanism  of  Commerce's 
Economic  Development 
Administration,  the  University  of 
Missouri  was  selected  to  carry  out 
the  project. 

The  first  phase  of  the  project 
will  identify  successful  programs 
initiated  and  carried  out  by  state 
and  community  travel 
organizations,  and  will  identify 
and  categorize,  through  research, 
the  needs  and  desires  of  travel 
consumers.  Supplemental  reports, 
called  modules,  will  be  developed 
covering  various  unique  aspects  of 
research,  marketing  and  servicing. 
Modules  will  be  used  so  that  local 
tourism  officials  can  select  and  use 
only  those  which  apply  to  their 
respective  areas.  Each  module  will 
contain  the  necessary  training 
tools  and  materials  to  enable  the 
receiving  officials  to  educate  their 
respective  constituents. 

The  program  was  to  be 
completed,  and  a  determination  of 
the  method  of  delivery  made,  by 
September  1978. 


See  more  of  America 

when  there's 
so  much  more  to  see. 

CONSUMER- 
INDUSTRY 
INFORMATION 
AND 
EDUCATION 


domestic  public 
service  advertising  campaign  was 
conducted  during  the  year  to 
persuade  Americans  to  travel 
within  the  United  States  and  to 
encourage  the  U.S.  travel  industry 
to  emphasize  the  United  States 
as  a  travel  destination.  The 
campaign,  "See  More  of  America 
Where  There's  So  Much  More  To 
See,"  realized  media  exposure 
valued  at  $10  million  for  a  budget 
investment  of  $264,000. 

Elements  of  the  campaign 
included  public  service 
advertisements  for  radio  and 
television,  and  magazine 
advertising;  distribution  of  a 


USTS'  public  service  advertising 
campaign  in  1977  encouraged  Americans 
to  travel  more  within  the  United  States. 

12-minute  "See  More  of  America" 
film,  and  posters ;  and  television 
talk  show  kits  which  included  a 
30-minute  script,  records,  props 
and  the  12-minute  film  for  use  by 
local  talk  show  hosts. 

Motivational  public  service 
advertisements  were  used  by  660 
radio  stations  in  48  States,  and 
three  national  consumer  magazines 
used  USTS-produced 
advertisements.  Using  materials 
from  the  talk  show  kits,  205 
television  talk  shows  in  44  states 
aired  programs  on  traveling  in 
America. 

Approximately  175,000  copies 
of  promotional  material — 
including  the  USA  Holiday 
Planner,  a  regional  guide  to  visitor 
facilities  and  services  in  all  50 
States  and  the  U.S.  territories  and 
possessions;  Festival  USA  1978,  a 
reference  directory  of  major 
festivals  and  events  throughout 
the  United  States,  its  territories 
and  possessions;  and  a  map  of  the 
United  States — were  distributed  to 
the  travel  trade  during  the  year. 

More  than  3,500  requests  for 
material  from  the  travel  trade 
were  generated  by  a  direct-mail 
campaign  and  paid  advertising  in 
eight  U.S.  travel  trade  journals.  A 
fulfillment  coupon  carried  in  the 
advertisements  allowed  travel 
agents  to  order  bulk  quantities  of 
the  promotional  materials  for 
distribution. 

A  261/2-minute,  16mm  film, 
called  "American  Montage,"  and 
featuring  a  variety  of  domestic 
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travel  attractions,  was  put  into 
distribution  through  Modern 
Talking  Picture  Services.  Travel 
agents  were  offered  the  film  for 
use  as  a  sales  tool.  A  10-minute, 
35mm  version  of  the  film  was  to 
be  distributed  as  a  theatrical 
short-subject  in  U.S.  movie 
theaters. 

A  major  aspect  of  the  domestic 
tourism  program  in  1977  was  a 
consumer  education  project  to 
inform  American  travelers  "how 
to"  travel  in  this  country.  A  series 
of  nine  brochures,  called 
"Consumer's  Guide  to  Travel 
Information,"  was  developed.  Each 
brochure  addressed  a  different 
topic:  Tips  for  an  Energy-Wise 
Vacation;  Getting  the  Best  Value 
for  Your  Vacation  Dollar;  How  to 
Get  an  Air  Fare  Deal;  Helpful 
Hints  for  the  Older  Traveler; 
Helpful  Information  Sources; 
Traveling  with  Pets;  The  Benefits 
of  Using  a  Travel  Agent;  Travel 
Tips  for  the  Handicapped;  Your 
Rights  and  Responsibilities:  Know 
Before  You  Go. 

The  brochures  were  offered  to 
the  public  in  newspaper 
advertisements,  radio  public 
service  announcements  and  feature 
articles  placed  in  U.S.  newspapers 
and  magazines.  In  all,  nearly 
300,000  brochures  from  the  series 
were  distributed. 

Feature  articles  to  stimulate 
consumer  interest  in  domestic 
travel  were  prepared  and  placed 
during  the  year  with  U.S.  news 
media.  The  articles  featured 
lesser-used  areas  in  the  National 
Park  System,  attractions  which  are 
significantly  under-utilized  such  as 


American  Indian-owned  facilities, 
and  destinations  related  by  a 
common  theme,  such  as  trails 
followed  by  the  Spanish 
conquistadores,  bicycle  trails,  flea 
markets,  and  historic  taverns. 

Educational  radio  public  service 
announcements  giving  tips  on  how 
to  conserve  energy  while  traveling, 
how  to  get  the  best  buys  in  air 
fare,  how  to  pack  for  a  long  trip, 
and  how  to  use  a  travel  agent  were 
distributed  to  2,500  radio  stations 
across  the  country  on  a  monthly 
basis. 

A  31/2-minute  radio  series, 
Pathways  USA,  was  aired  weekly. 
Each  weekly  program — using 
narration,  music  and  sound 
effects — outlined  destination 
theme  ideas  or  "how  to"  travel 
information.  By  the  end  of  1977, 
Pathways  USA  was  being 
regularly  broadcast  on  more  than 
1,000  stations  in  all  50  States  with 
a  listening  audience  estimated  at 
45  million. 

For  the  first  time,  an  on-site 
inspection  tour  of  U.S.  travel 
facilities  was  conducted  for 
domestic  travel  writers.  This  was 
done  to  generate  coverage  of 
travel  opportunities  in  areas  of  the 
country  with  above-average 
unemployment  and  high  tourism 
potential.  Travel  writers  from 
national  consumer  magazines, 
newspapers  and  travel  trade 
publications  were  taken  to 
American  Indian-owned  or 
-operated  attractions  in 
Oklahoma,  Arizona,  and  Oregon. 
News  releases,  fact  sheets,  and 
appearances  by  USTS  officials  on 
radio  and  television  talk  shows 


contributed  added  media  coverage 
of  destinations  which  could  benefit 
economically  from  tourism 
growth. 

The  value  of  media  coverage, 
had  it  been  purchased  as 
advertising,  during  1977  was 
estimated  at  more  than  $2.5 
million  for  this  program,  in  which 
USTS  had  invested  $100,000. 

The  travel  trade  and  consumers 
continued  to  be  provided  with 
timely,  factual  information  on  U.S. 
travel  opportunities  and  facilities 
via  USTS'  toll-free  telephone 
service.  Operated  within  the  48 
contiguous  States,  the  service 
provided  counselors  who  answered 
specific  travel  questions  or 
referred  callers  to  appropriate 
State  or  city  tourism  offices. 
During  the  year,  counselors 
answered  more  than  13,000 
telephone  requests  for 
information. 
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ENSURING 

THEVIABILITYOF 

INTERNATIONAL 

EXPOSITIONS 


nder  P.L. 91-269,  the 
Secretary  of  Commerce  evaluates 
applications  from  private 
organizers  for  Federal  recognition 
and  coordinates  the  development 
of  a  plan  for  Federal  participation 
in  recognized  expositions.  These 
functions  are  performed  for  the 
Secretary  by  the  United  States 
Travel  Service. 

In  1977,  on-going  counsel  and 
technical  assistance  was  provided 
to  U.S.  cities  proposing  to 
organize  and  execute  an 
international  exposition  during  the 
1980s.  Progress  on  Expo  '81,  a 
recognized  event  to  be  held  in 
Ontario,  California,  near  Los 
Angeles,  was  monitored  during 


the  year.  A  departmental  decision 
was  to  be  made  by  mid-1978, 
whether  to  recommend  that  the 
President  invite  the  nations  of 
the  world  to  participate  in  the 
exposition.  That  decision  is 
dependent  on  the  organizers' 
submission  of  a  satisfactory  plan 
for  meeting  financial, 
environmental  and  site  acquisition 
requirements  outlined  in  the 
President's  original  statement 
officially  sanctioning  the  event. 

In  April  1977,  the  President 
granted  Federal  recognition  to  an 
international  exposition  to  be  held 
in  Knoxville,  Tennessee,  in  1982. 
Dates  for  the  fair,  to  be  called 
"Energy  Expo  '82,"  were  reserved 
on  the  world  calendar  of 
expositions  by  the  Bureau  of 
International  Expositions  in  Paris, 
France,  which  officially  registered 
the  event.  The  progress  of  this 
project  will  be  monitored 
throughout  its  development. 

International  expositions  are 
significant  because  well-financed, 
well-managed  and  well-promoted 
expositions  attract  large  numbers 
of  domestic  and  international 
visitors,  result  in  foreign  earnings 
for  the  United  States,  and  are 
important  instruments  of  national 
policy,  particularly  in  the 
exchange  of  ideas  and  the 
demonstration  of  cultural 
achievement  between  peoples. 

Equally  important,  world's  fairs 
generate  jobs,  and,  in  many  cases, 
provide  the  catalyst  for  urban 
redevelopment  such  as  resulted 
from  Seattle's  Expo  '62,  San 
Antonio's  Hemisfair  '68,  and 
Spokane's  Expo  '74. 
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TRAVEL 
ADVISORY 


USTS 
REGIONAL 


he  Travel  Advisory 
Board  (TAB)  was  established  in 
1968  to  advise  the  Department  on 
tourism  development  programs 
and  policies.  Chartered  under  the 
Federal  Advisory  Committee  Act 
(5  U.S.C.  App.)  in  January  1973 
and  renewed  in  December  1974, 
the  Board  was  re-established  under 
the  same  Act  in  February  1977, 
with  concurrence  of  the  Office  of 
Management  and  Budget. 

The  Board,  chaired  by  the 
Assistant  Secretary  for  Tourism, 
is  comprised  of  15  senior 
representatives  from  private  and 
public  organizations  involved  in 
travel  and  tourism. 

No  meetings  of  the  Board  were 
scheduled  during  the  process  of 
selecting  new  members  which 
continued  through  the  end  of 
1977. 


Canada 

United  States  Travel  Service 
P.O.  Box  363 

Toronto-Dominion  Centre 
Toronto,  Ontario,  Canada 
M5K1K7 

Mexico 

United  States  Travel  Service 

American  Embassy 

Reforma  305 

Mexico  5,  D.F.  Mexico 

Japan 

United  States  Travel  Service 
American  Embassy/Tokyo 
APO  San  Francisco,  CA  96503 

West  Germany 

United  States  Travel  Service 

Rossmarkt  10 

6000  Frankfurt  Am  Main 

Frankfurt,  West  Germany 

United  Kingdom 

United  States  Travel  Service 

22  Sackville  Street 
London  WlX  2EA,  United 

Kingdom 

France 

United  States  Travel  Service 

23  Place  Vendome 
75001  Paris,  France 

United  States  Travel  Service/ 

International  Congress  Office 
Room  225 — A  Building 
American  Embassy 
2  Avenue  Gabriel 
75382  Paris  Cedex  08— France 
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ANNOTATED  BIBLIOGRAPHY 
OF  USTS  PUBLICATIONS 


Action  Guide — Serving  the 
International  Visitor 
(October  1974) 

The  Guide  outlines  all  aspects  of 
services  needed  by  foreign  visitors 
in  the  United  States.  It  suggests 
actions  to  bridge  gaps  in  available 
services.  Examples  are  cited  in 
communities  where  successful 
programs  are  currently  being 
operated.  This  publication  is 
primarily  for  State,  city  and 
community  tourism  officials,  and 
various  volunteer  or  other 
organizations  engaged  in  receptive 
services. 

Reprints  are  available  from 
Office  of  State-City  Affairs, 
United  States  Travel  Service,  U.S. 
Department  of  Commerce, 
Washington,  D.C.  20230. 

Annual  Summary — International 

Travelers  to  the  USA 

(Annual) 

This  publication  includes  statistical 

data  on  foreign  visitor  arrivals  in 

the  USA  by  month  and 

cumulative-to-date  figures, 

country  of  last  permanent 

residence,  and  purpose  of  visit. 

First  edition  of  this  report  is  dated 

1973. 

Available  free  upon  request. 
Contact:  Research  and  Analysis 
Division,  United  States  Travel 
Service,  U.S.  Department  of 
Commerce,  Washington,  D.C. 
20230. 

Arrivals  and  Departures  by 

Selected  Ports 

(Annual  and  Semi- Annual) 

This  report  provides  an  analysis  of 

selected  characteristics  of  foreign 

visitor  arrivals  and  U.S.  citizen 

departures.  Foreign  visitor  arrival 


data  are  based  on  the  Government 
Entry  Form  1-94,  and  U.S.  citizen 
departure  data  are  based  on  the  1-92 
Form  (Aircraft/Vessel  Report). 
This  report  was  prepared  annually 
from  1969  through  1972. 
Beginning  in  1973,  this  report  was 
prepared  semi-annually  to  meet 
travel  industry  requests  for 
seasonally  information.  These 
reports  are  divided  into  two 
sections.  Section  A  documents 
foreign  visitor  arrivals  by  country 
of  residence,  purpose  of  trip,  mode 
of  transport  and  port-of-entry  for 
32  selected  ports.  Section  B 
provides  data  regarding  U.S. 
citizen  departures  by  country  of 
debarkation,  mode  of  travel,  port 
of  departure,  and  flag  of  carrier 
for  26  selected  ports.  Data  on 
Canadian  travel  to  the  United 
States  are  not  included,  as 
Canadians  are  not  required  to 
complete  an  1-94  Form.  Annual 
reports  are  available  from  1969, 
and  semi-annual  reports  are 
available  from  1973. 

Available  free  upon  request. 
Contact:  Research  and  Analysis 
Division,  United  States  Travel 
Service,  U.S.  Department  of 
Commerce,  Washington,  D.C. 
20230. 


Consumer' s  Guide  to  Travel 
Information.  A  series  of  nine 
educational  brochures  on  "how 
to"  travel  tips,  directed  to 
Americans  traveling  within  the 
United  States.  Each  guide 
includes  specific  travel  tips,  but 
also  refers  to  readers  to 
additional  sources  of 
information  on  the  subject. 


Copies  available  free  upon  request. 
Contact:  Advertising  and 
Promotions  Division,  U.S. 
Travel  Service,  U.S. 
Department  of  Commerce, 
Washington,  D.C  20230. 

Conventions 

(1974) 

A  directory  of  meeting  and 

convention  facilities  in  88  U.S. 

cities. 

Available  free  upon  request. 
Contact:  Conventions  and 
Expositions  Division,  United  States 
Travel  Service,  U.S.  Department 
of  Commerce,  Washington,  D.C. 
20230. 

Directory  of  U.S.  Trade  Shows, 
Expositions  and  Conventions 
(Annual) 

The  directory  contains  over  600 
trade  events  being  held  in  the 
United  States  in  1977  and  1978,  as 
well  as  foreign-based  international 
conventions  being  held  in  the 
United  States.  The  directory  is 
primarily  used  by  foreign  service 
posts,  other  government  agencies 
and  private  professionals  involved 
in  promoting  attendance  at  these 
trade  shows  and  conventions. 

Copies  free  upon  request. 
Contact:  Conventions  and 
Expositions  Division,  United 
States  Travel  Service,  U.S. 
Department  of  Commerce, 
Washington,  D.C.  20230. 

Foreign  Visitor  Arrivals: 

1965-1975 

(Annual) 

This  two-page  leaflet  contains  an 

11-year  history  of  travel  to  the 

United  States  by  country  of 

permanent  residence.  It  also 

provides  the  percent  change  in  the 
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number  of  visitors  for  each  year 
during  the  11-year  period.  The 
most  recent  edition,  published  in 
1976,  covered  the  period 
1965-1975.  The  first  year  edition 
in  the  series  is  dated  1960. 

Available  free  upon  request. 
Contact:  Research  and  Analysis 
Division,  United  States  Travel 
Service,  U.S.  Department  of 
Commerce,  Washington,  D.C. 
20230. 

Highlights  of  Vacation  Travel  by 
Canadians  to  the  USA  in  1975 
(July  1976) 

This  analysis  highlights  the  major 
findings  from  the  ten-volume 
study  of  the  Canadian  vacation 
travel  market  to  the  United  States 
in  1975. 

Available  free  upon  request. 
Contact:  Research  and  Analysis 
Division,  United  States  Travel 
Service,  U.S.  Department  of 
Commerce,  Washington,  D.C. 
20230. 

Incentive  Travel 

(1974) 

This  brochure  explains  the  concept 

of  incentive  travel,  a  motivating 

technique  widely  used  by 

businesses.  Incentive  travel  offers 

first-class  vacations  as  incentives 

to  employees  or  distributors  to 

increase  production,  morale  or 

sales. 

Available  free  upon  request. 
Contact:  Conventions  and 
Expositions  Division,  United 
States  Travel  Service,  U.S. 
Department  of  Commerce, 
Washington,  D.C.  20230. 

International  Tourism  Tact  Sheet 
(Quarterly) 

Fact  sheets  contain  summaries  of 
most  recent  statistical  information 
on  international  tourism  to  the 
United  States,  the  world  tourism 
market,  U.S.  travel  dollar  balance, 
or  American  travel  abroad.  In 
addition,  information  is  listed  on 


new  or  continuing  programs  of 
USTS.  Some  issues  include 
informational  summaries  related 
to  specialized  topics,  such  as 
tourism  and  energy  use,  tourism 
and  employment,  or  tourism  in 
world  trade.  Primarily  designed 
for  use  by  the  press,  especially 
travel  trade  publications,  these 
summaries  are  also  of  interest  to 
the  business  and  financial 
community  and  the  tourism 
industry. 

Copies  available  free  upon 
request.  Contact:  Media  Services 
Division,  United  States  Travel 
Service,  U.S.  Department  of 
Commerce,  Washington,  D.C. 
20230. 

Inventory  of  Federal  Tourism 
Programs 

Provides  information  on  the 
number  of  Federal  agencies 
participating  in  the  travel/ 
recreation  area  and  indicates  the 
nature  and  character  of  the 
participation. 

Copies  available  from  the 
Superintendent  of  Documents, 
U.S.  Government  Printing  Office, 
Washington,  D.C.  20402. 

Market  Analysis:  Brazil 
(January  1976) 

This  study  provides  the  findings 
of  a  survey  conducted  among 
residents  of  Brazil  during  the 
spring  of  1975  to  determine  1)  the 
nature  and  characteristics  of 
international  travel  from  Brazil, 
2)  travel  attitudes,  preferences 
and  patterns  of  Brazilian 
international  travelers.  A  three- 
stage  area  cluster  probability 
sample  was  used  to  randomly 
select  adults  18  years  of  age  and 
over  residing  in  Rio  de  Janeiro 
and  Sao  Paulo. 

Available  free  upon  request. 
Contact:  Research  and  Analysis 
Division,  United  States  Travel 
Service,  U.S.  Department  of 


Commerce,  Washington,  D.C. 
20230. 

Market  for  International 
Congresses 
(August  1975) 
This  study  was  designed  to 
determine  the  present  and 
prospective  size  and  economic 
impact  of  the  international 
congress  and  convention  market. 
The  analysis  also  includes  an 
examination  of  the  facilities  and 
services  provided  and  required,  as 
well  as  the  procedures  and 
practices  for  selecting  convention 
sites.  An  extensive  series  of 
analytical  interviews  was 
conducted  throughout  the  world 
in  the  course  of  the  study. 
Considerable  secondary  material 
was  also  collected  and  analyzed. 
More  than  200  interviews  were 
conducted  involving  a  broad  range 
of  organizations,  administrations, 
and  individual  experts  in  Europe, 
North  America,  and  the  Far  East. 
The  congresses  included  were 
non-governmental  events  with 
recognized  serious  purposes,  and 
international  in  scope  by  virtue  of 
their  attendance,  location,  or  both. 

Available  from  the 
Superintendent  of  Documents, 
U.S.  Government  Printing  Office, 
Washington,  D.C.  20402. 

Study  of  British  Travel  Habits 
and  Patterns,  Volume  1 
(November  1971) 
This  report  is  based  on  an 
exploratory  study  assimilating 
secondary  data  and  information 
received  from  personal  interviews 
with  42  individuals  representing 
38  organizations  of  the  British 
travel  trade.  The  report  provides 
information  on  1)  the  structure 
and  travel  patterns  of  the  British 
foreign  travel  market,  2)  the 
various  traveling  segments  within 
the  market,  3)  the  role  of  the 
carriers  and  the  producing 
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industry,  and  4)  specific  data  on 
the  United  States  as  a  travel 
destination. 

Copies  of  this  publication  may 
be  obtained  through  the  National 
Technical  Information  Service, 
Springfield,  Virginia  22151. 

Patterns  of  Foreign  Travel  in 
the  U.S. 
(Annual) 

This  report  provides  a  detailed 
analysis  of  foreign  visitor  U.S. 
destination  patterns,  with  visitor 
profile  data  tailored  and  published 
for  each  of  the  nine  U.S.  tourist 
regions  and  15  major  tourist  cities. 
These  analyses  are  based  on  a 
random  sampling  of  the 
Government  Entry  Form  1-94 
and  provide  profile  information 
concerning  port-of-entry,  point  of 
contact  in  the  United  States, 
port-of-departure,  length  of  stay, 
age,  mode  of  transport  and  flag  of 
carrier.  The  following  brochures, 
covering  specific  aspects  of 

PATTERNS  OF  FOREIGN 
TRAVEL  IN  THE  U.S.,  are 
available: 


Boston 

1974 

Chicago 

Statistical 

Detroit 

Highlights 

Honolulu 

1975 

Houston 

Statistical 

Los  Angeles 

Highlights 

Miami 

1973-1975 

Summary 

Overseas 

Regions 
Total  Overseas 

New  Orleans 

Europe 

New  York  City 

Philadelphia 

Countries 

San  Antonio 

Australia 

San  Francisco 

Brazil 

Seattle 

France 

Washington, 

West  Germany 

D.C. 

Italy 

Japan 

Special 

Mexico 

Age  and  Length 

Netherlands 

of  Stay 

New  Zealand 

U.S.  Flag  Air 

United 

Carriers 

Kingdom 

Statistical 

Venezuela 

Highlights : 

1973 

Cities 

Statistical 

Agana,  Guam 

Highlights: 

Copies  available  free  upon 
request.  Contact:  Research  and 
Analysis  Division,  United  States 
Travel  Service,  U.S.  Department 
of  Commerce,  Washington,  D.C. 
20230. 

Study  of  French  Travel  Habits 
and  Patterns,  Volume  1 
(August  1974) 

This  study  explores  the  basic 
French  market  through  a  survey 
of  the  travel  trade  and  through  an 
assimilation  of  existing  studies 
available  to  USTS  on  the  French 
travel  market.  The  main  thrust  of 
the  study  was  to  discern  )1  the 
character  and  direction  of  the 
developing  mass  of  the  organized 
tourism  industry,  2)  public 
receptivity  to  mass  travel,  and  3) 
developing  patterns  of  large-scale, 
long-haul  tourism  and  its 
implications  for  the  U.S.  travel 
market. 

Copies  of  this  report  may  be 
obtained  from  the  Superintendent 
of  Documents,  U.S.  Government 
Printing  Office,  Washington,  D.C. 
20402. 

Study  of  French  Travel  Habits 
and  Patterns,  Volume  2 
(June  1975) 

This  report  explores  the  French 
travel  market  through  a  survey  of 
relevant  travel  segments  in  the 
population.  The  objectives  of  the 
study  were  to  determine  the  size 
and  overhaul  characteristics  of  the 
relevant  travel  segments  in  the 
French  population  to  obtain 
information  on  their  travel, 
including  previous  travel  abroad, 


expenditures  on  holidays,  and 
images  of  countries.  The  study 
began  in  July  1973  with  national 
random  sample  interviews 
designed  to  represent  the 
population  of  France  aged  18 
years  or  older. 

Copies  available  free  upon 
request.  Contact:  Research  and 
Analysis  Division,  United  States 
Travel  Service,  U.S.  Department 
of  Commerce,  Washington,  D.C. 
20230. 

Study  of  German  Travel  Habits 
and  Patterns,  Volume  1 
(August  1973) 

This  report  is  based  on  results  of 
an  exploratory  study  compiling 
secondary  data  and  information 
gained  through  personal  interviews 
with  some  40  major  producers  of 
mass,  group,  and  individual  travel; 
retailers,  airlines;  specialized 
travel  publications;  central  and 
private  bank  sources,  as  well  as 
the  holding  company  controlling 
Germany's  largest  corporate 
grouping  of  tourism-producing 
and  retailing  companies.  The 
report  provides  information  on 
1)  the  structure  and  travel  patterns 
of  the  German  foreign  travel 
market,  2)  the  various  traveling 
segments  within  the  market,  3) 
the  role  of  the  carriers  and  the 
producing  industry,  and  4) 
specific  data  on  the  United  States 
as  a  travel  destination. 

Copies  of  this  study  may  be 
obtained  from  the  Superintendent 
of  Documents,  U.S.  Government 
Printing  Office,  Washington,  D.C. 
20402. 

Study  of  German  Travel  Habits 
and  Patterns,  Volume  2 
(March  1975) 

This  study  provides  data  on  the 
characteristics  of  trips  to  the 
United  States  as  well  as  general 
attitudes  and  preferences  for 
international  travel.  The  findings 
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presented  in  this  report  were 
obtained  from  personal  interviews 
in  two  stages.  The  first  stage 
consisted  of  38,488  interviews 
designed  to  locate  international 
travelers  and  to  determine  their 
incidence  in  various  segments  of 
the  population.  The  second 
involved  1,402  detailed  interviews 
with  travelers  of  two  different 
types.  A  total  of  701  interviews 
was  accomplished  with 
"intercontinental"  travelers; 
the  same  number  of  interviews 
was  conducted  among 
"continental"  travelers. 

Copies  of  this  report  may  be 
obtained  from  the  Superintendent 
of  Documents,  U.S.  Government 
Printing  Office,  Washington,  D.C. 
20402. 

Study  of  Japanese  Travel  Habits 
and  Patterns,  Volume  1 
(October  1972) 

This  report,  the  first  phase  of  a 
comprehensive  study  investigating 
the  Japanese  travel  market,  is 
based  on  extensive  in-depth 
interviews  during  June  1972  with 
34  individuals  representing  26 
companies  and  organizations 
involved  in  travel  in  Japan.  The 
report  provides  information  on 
1)  social  expenditure  patterns, 
the  geographic  source  structure  of 
the  market,  and  the  relative 
potential  for  the  future;  2)  the 
structure  of  the  sales  function  in 
the  travel  industry,  as  between 
wholesalers  and  retailers  of  travel; 
3)  the  role  and  contribution  of  the 
carriers;  4)  the  effects  of  dollar 
devaluation;  5)  patterns  of 
destinations  and  the  competition 
perceived  to  exist  among  them; 
and  6)  resumes  of  existing  studies 
in  the  field. 

Copies  of  this  report  may  be 
obtained  from  the  Superintendent 
of  Documents,  U.S.  Government 
Printing  Office,  Washington,  D.C. 
20402. 


Study  of  Japanese  Travel  Habits 
and  Patterns,  Volume  2 
(September  1974) 
This  report,  the  second  phase  of  a 
comprehensive  study  investigating 
the  Japanese  travel  market,  focuses 
primarily  on  international  travel, 
although  a  small  number  of 
domestic  travelers  were 
interviewed  in  order  to  assess 
their  attitudes  toward  international 
travel  and  toward  international 
travel  destinations.  The  findings 
are  presented  in  two  stages.  The 
first  stage  consisted  of  16,644 
interviews  designed  to  locate 
international  travelers  and  to 
determine  their  incidence  in 
various  segments  of  the 
population.  The  second  consisted 
of  1,865  detailed  interviews  with 
travelers  of  different  types.  The 
first  stage  of  the  interviewing  was 
completed  in  the  fall  of  1972.  The 
second  stage  began  in  late  1972 
and  was  completed  in  February 
1973. 

Copies  of  this  report  may  be 
obtained  from  the  Superintendent 
of  Documents,  U.S.  Government 
Printing  Office,  Washington,  D.C. 
20402. 

Study  of  Mexican  Travel  Habits 
and  Patterns,  Volume  1 
(May  1975) 

This  report  is  based  on  an 
exploratory  study  assimilating 
secondary  data  and  information 
received  from  informal  interviews 
with  50  individuals  representing 
the  Mexican  travel  industry.  The 
report  provides  information  on 
1)  the  structure  and  travel  patterns 
of  the  Mexican  foreign  travel 
market,  2)  the  various  traveling 
segments  within  the  market,  3) 
the  role  of  the  carriers  and  the 
producing  industry,  and  4)  specific 
data  on  the  United  States  as  a 
travel  destination. 

Copies  of  this  report  are 
available  from  the  Superintendent 


of  Documents,  U.S.  Government 
Printing  Office,  Washington,  D.C. 
20402. 

Study  of  Mexican  Travel  Habits 
and  Patterns,  Volume  2 
(November  1975) 
This  report  provides  data  on  the 
results  of  a  national  sampling 
survey  among  Mexican  travelers, 
indicating  their  travel  patterns, 
attitudes  toward  the  United 
States  as  a  travel  destination, 
demographic  and  trip 
characteristics.  This  is  the  second 
such  study  undertaken  by  USTS ; 
a  similar  survey  was  conducted  in 
the  fall  of  1970.  The  1975  survey 
differs  from  the  earlier  study  in 
two  important  respects :  the 
southern  area  of  the  country  is 
included  in  the  more  recent  study, 
as  are  Mexicans  between  the  ages 
of  18  and  20. 

Copies  of  this  report  may  be 
obtained  from  the  Superintendent 
of  Documents,  U.S.  Government 
Printing  Office,  Washington,  D.C. 
20402. 

Summary  and  Analysis  of 
International  Travel  to  the 
United  States 
(Monthly  and  Quarterly) 
This  report  includes  statistics  on 
visitor  arrivals  to  the  United 
States  and  market  analysis  of 
international  travel  by  residents 
of  foreign  countries.  In  addition, 
each  month  a  different  tourist- 
generating  country  is  analyzed  in 
terms  of  the  traveling 
characteristics  of  its  nationals. 
The  report  is  based  on  secondary 
data  sources  and  an  analysis  of 
Government  Entry  Forms  1-94. 

Monthly  reports  are  free  upon 
request,  and  are  available  dating 
from  January  1973;  yearly  reports 
are  available  from  1971.  Contact: 
Research  and  Analysis  Division, 
United  States  Travel  Service,  U.S. 
Department  of  Commerce, 
Washington,  D.C.  20230. 
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Survey  of  the  Characteristics  of 
Advanced  Booking  Charter  (ABC) 
Passengers  from  the  United 
Kingdom  to  the  United  States 
(March  1975) 

The  objective  of  this  survey  was  to 
determine  the  characteristics  and 
travel  patterns  of  current  travelers 
on  ABC  flights  from  the  United 
Kingdom  to  the  United  States.  A 
subsidiary  objective  was  to 
determine  the  extent  of  diversion 
from  scheduled  services  to  this 
new  type  of  air  fare — in  effect  to 
measure  the  effectiveness  of  the 
ABC  program  in  generating 
additional  travelers  to  the  United 
States.  The  survey  sample  was 
obtained  from  a  population 
consisting  of  all  U.K.  residents 
16  years  of  age  and  over  on  trips 
departing  the  United  Kingdom 
utilizing  an  ABC  fare. 

Copies  of  the  highlights  of  this 
study  are  available  free  upon 
request.  Contact:  Research  and 
Analysis  Division,  United  States 
Travel  Service,  U.S.  Department 
of  Commerce,  Washington,  D.C 
20230. 

Travel  Patterns  of  Foreign  Visitor 
Arrivals  (1-94  Analysis) 
(Annual) 

This  report  consists  of  various 
tables  which  provide  marketing 
information  on  characteristics  and 
travel  patterns  of  visitors  from  all 
regions  throughout  the  world  and 
from  21  metropolitan  areas  in  11 
key  tourist-generating  countries. 
The  tables  presented  indicate  the 
residence  of  the  visitor,  purpose  of 
the  trip,  length  of  stay,  age,  flag  of 
carrier,  country  of  embarkation, 
port  of  U.S.  entry  and  departure, 
destination  in  the  United  States 
where  the  visitor  can  be  contacted, 
and  first  outbound  destination. 
The  analysis  also  includes 
information  on  significant 
quarterly  trends. 

Available  free  upon  request. 
Contact :  Research  and  Analysis 
Division,  United  States  Travel 


Service,  U.S.  Department  of 
Commerce,  Washington,  D.C. 
20230. 

Traveler's  Guide  to  Information 
Sources 
(January  1976) 
The  guide  lists  all  sources  for 
tourism  information  in  United 
States.  It  also  contains  information 
advising  visitors  from  abroad 
Where  to  seek  language  assistance, 
where  to  exchange  foreign 
currency,  etc. 

Copies  free  upon  request. 
Contact:  Office  of  State-City 
Affairs,  United  States  Travel 
Service,  U.S.  Department  of 
Commerce,  Washington,  D.C. 
20230. 

Traveler's  Guide  to  Special 
Attractions 
(December  1976) 
A  package  of  eleven  brochures, 
each  outlining  U.S.  travel 
attractions  and  events  related  to  a 
common  vacation  theme. 
Brochures  include  such 
information  as  location,  dates  of 
festivals  or  events,  hours  and 
season  of  operation  of  attractions, 
highlights  of  activities,  and  cost. 
Themes  in  the  series  include: 
centers  for  performing  arts, 
American  Indian  pow  wows  and 
festivals,  industry  tours, 
skyscraper  attractions',  underwater 
recreation,  automobile  museums, 
oceanariums,  winter  resorts,  health 
spas  and  resorts,  haunted  houses 
or  ghost-related  attractions,  and 
living  history  farms. 

Available  free  upon  request. 
Contact:  Office  of  State-City 
Affairs,  United  States  Travel 
Service,  U.S.  Department  of 
Commerce,  Washington,  D.C. 
20230. 

USA  Plant  Visits  1977-78 
(December  1976) 
This  directory  lists  industrial 
plants  in  the  United  States  open 
for  visits  and/or  tours  by 
international  visitors. 


Copies  may  be  obtained  from 
the  Superintendent  of  Documents, 
U.S.  Government  Printing  Office, 
Washington,  D.C.  20402. 

Vacation  Travel  by  Canadians  in 
the  United  States  in  1975 
(December  1976) 
This  survey  represents  the  tenth 
in  a  series  of  annual  studies 
describing  Canadian  holidays, 
vacation  trips,  and  habits  and 
characteristics  of  the  travelers. 
The  study  incorporates  some  of 
the  results  from  prior  USTS 
studies  to  facilitate  trend  analysis 
during  the  1966-1975  period.  This 
survey  is  based  on  a  national 
probability  sample  involving 
10,500  personal  interviews  with 
Canadians  aged  18  years  and  over. 
The  survey,  which  consists  of  10 
volumes,  provides  information  on 
Canadian  vacation  travel  to :  the 
United  States  (Volume  1),  New 
England  (Volume  2),  Eastern 
Gateway  (Volume  3),  George 
Washington  Country  (Volume  4), 
The  South  (Volume  5),  Great 
Lakes  Country  (Volume  6),  Old 
West  (Volume  7),  Frontier  West 
(Volume  8),  The  Far  West 
(Volume  9)  and  The  Islands 
(Volume  10). 

Available  free  upon  request. 
Contact:  Research  and  Analysis 
Division,  United  States  Travel 
Service,  U.S.  Department  of 
Commerce,  Washington,  D.C. 
20230. 

Visit  USA  Outlets  Abroad 
(January  1976) 

Lists  principal  wholesalers  and 
retail  travel  agents  in  major 
foreign  markets.  This  publication 
is  used  primarily  by  receptive 
service  operators  and  suppliers  of 
U.S.  travel  services. 

Copies  free  upon  request. 
Contact:  Marketing  Programs 
Division,  United  States  Travel 
Service,  U.S.  Department  of 
Commerce,  Washington,  D.C. 
20230. 
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UNITED  STATES 
TRAVEL  SERVICE 
BUDGET 


FY  1977  BUDGET** 

(in  thousands  of  dollars) 

Permanent 
Positions  Amount 

Promotion  of  Travel  to  the  USA: 

Canada   8  $      731 

Mexico    7  419 

United  Kingdom   9  600 

France 7  611 

West  Germany   8  764 

Japan    8  757 

Special  Markets 5  325 

International  Congress  Sales  4  133 

Marketing  Programs     7  230 

Advertising  &  Promotion 8  3,818 

Familiarization  Services    5  129 

Media  Services    8  270 

Subtotal    ~84  $  8,787 

Tourist  Services  and  Facilities: 

Language  Facilities    —  $      307 

Subtotal    —  $      307 

Industry  and  State  Programs: 

Research  and  Analysis   7  $      861 

Conventions  and  Expositions 10  330 

Matching  Funds  Program 3  914 

Domestic  Tourism  Promotion  10  1,500 

Subtotal    ~30  $  3,605 

Executive  Direction: 

Executive  Direction 27  $  1,771 

Subtotal    ~27  $  1,771 

Total     141  $14,470 

**This  covers  the  Fiscal  Year  from  October  1,  1976  through  September 
30, 1977. 
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